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NE OF A SERIES OF MESSAGES TO HARDWARE DEALERS 








The following message from a wholesaler who distributes 
Osborn Paint and Varnish Brushes and other kinds of 
Osborn Brushes indicates that the complete line provides 
mutual advantages to wholesalers and their dealers. 


e 
ANN old horse jockey, in the State of 


Maine, said that the reason he had so 
many horses was because he kept trying 
to get one to suit him. 

“We have handled several lines of 
brushes, but not until we put Osborn 
Brushes into stock did we find a line to 
suit us. We find the quality uniformly 
high and the prices competitive. If, as 
a dealer, you are looking for a brush 
line to suit you, buy Osborn Brushes!” 


THE EMERY-WATERHOUSE COMPANY 
PORTLAND, MAINE 














TREASURER 












Mr. Marshall has the “happy faculty of saying a 
lot in a few words.” Osborn Brushes do make 
it possible for both wholesalers and dealers to 
simplify their brush business, quicken their turnover 
and increase their profits. 

YOU, too, can improve your brush business by con- 
centrating, insofar as possible, on Osborn Brushes. 


THE Os80RN MANUFACTURING COMPANY 


5401 Hamilton Avenue : Cleveland, Ohio 
Sales Offices: New York - Detroit - Chicago - San Francisco 
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Just AMONG OURSELVES 


Stabilization— 

In this post-code era, groups 
within the hardware industry have 
striven to effect price stabilization 
by every available legal means. 
They seek this objective that a 
profit may be realized in the pro- 
duction and distribution of their 
goods. There are three basic 
methods which offer some hope 
and promise of this vital goal. 
These are: (1) strict adherence to 
the functional basis in determining 
discounts; (2) strict adherence to 
the quantity basis in determining 
discounts and (3) a combination 
of the first two principles. All 
three plans have both the elements 
of stabilization and a degree of 
vulnerability in practice. 


Functional Basis— 


The functional basis has _ re- 
ceived widespread approval from 
wholesalers, notably in their NRA 
code struggle for price differ- 
entials based on the distribution 
functions performed. At first 
glance it would appear to have the 
best fundamental features as it 
presupposes a distinct separation 
between wholesaler, retailer and 
consumer, and if followed rigidly 
should give both jobber and deal- 
er an assured margin of profit. 
But the difficulty arises in the 
question “who is a jobber?”. This 
question completely stymied the 
progress of the wholesale code 
hearings and led to hours of futile 
and baffling discussion. Under the 
recent steel code, there were more 
than 3000 firms recognized as job- 
bers and possibly an additional 
2000 in the country who got on the 
jobber basis for lines covered in 
that code. I have always believed 
that a wholesaler should be so 
identified by the dominance of his 
“business for resale” in propor- 
tion to the whole. I say dominance 
to provide sufficient leeway for the 
factory selling and retail depart- 
ments common to many wholesale 
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organizations. If some _bullet- 
proof definition of a wholesaler 
could be accepted the functional 
discount basis would offer the per- 
fect set-up for price stabilization. 

Larger wholesalers have object- 
ed to the strictly functional plan 
because it placed even the smallest 
jobber on the same price level as 
themselves, and threatened to cur- 
tail the territorial scope of their 
selling activities. For this reason 
the smaller jobbers generally pre- 
fer the function basis. 


Quantity Basis— 

The quantity basis of determin- 
ing discounts has never been popu- 
lar with most wholesalers but has 
been most acceptable to the larger 
retailers, and reasonably equitable 
to retailers as a whole—that is, as 
equitable as competition would 
permit. A carefully scaled quan- 
tity discount basis has the ele- 
ments of leveling prices, control- 
ling them and effecting in prac- 
tice a true functional basis al- 
though it is not so called. The 
wholesaler’s major objection has 
been a fear that dealers will pool 
their orders and buy goods direct. 
But if the quantity basis is faith- 
fully observed there is no advan- 
tage to such a direct purchase, as 
the selling price of both factory 
and wholesaler would be the same 
for like quantity. The smaller 
jobber has also objected to the 
quantity basis because of the pre- 
sumed advantage of the larger job- 
bers in position to place larger or- 
ders. This objection can of course 
be met by maximum discount con- 
trol in the larger quantity dis- 
counts so that beyond a given 
point there is no extra percentage. 


Examples— 


The history of ammunition, 
wire cloth (and in fact, entire wire 
goods group) and other highly 
competitive, short season, large 
volume lines is well known to 


every hardware man. For years, 
profits in such goods have been 
most elusive for both producer 
and distributor. Year after year. 
some factory or some distributor 
has kicked over the traces just in 
time to make a free-for-all fight 
in these lines, during their short 
season. The picture has been a 
sorry one. Ammunition and wire 
cloth are both large volume lines, 
sold during a restricted season and 
are basic hardware lines. Both 
should be a source of real profit 
and an important percentage of 
the profit for the entire year. But 
it has not been so. Last February, 
HarpwareE AGE pointed out in an 
editorial the desperate need of 
more cohesion in the ammunition 
and wire cloth industries. (See 
H. A. Feb. 14, 1935, page 51, 
“Ammunition and Wire Cloth”) © 
A flood of letters, from every part 
of the country, from wholesalers 
and retailers of all sizes, respond- 
ed to the suggestion that whole- 
saler committees be formed to 
seek a cure for the annual night- 
mare on these two major lines. 
Since that time the conservative 
factors in both producing groups 
have worked hard to stabilize 
their lines to the full limits of 
the law, and have sought the aid 
and counsel of wholesalers. Major 
strides toward stabilization have 
been made in both of these dif- 
ficult fields. The ammunition 
group seeks results through the 
functional basis of determining 
discounts whereas the wire cloth 
industry is following the quantity 
basis. Both groups seek the same 
worthy objective and merit earnest 
support from distributors. The 
results of these two efforts will 
have a most important bearing on 
future stabilization efforts in all 
lines sold through hardware chan- 
nels. 


Ammunition—— 
Having adopted (this Spring) 
the functional basis for determin- 
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ing discounts, the ammunition in- 
dustry places all wholesalers on a 
price parity. Carload and l.c.l. 
prices differ because of freight 
differentials but that advantage is 
not a cut price threat but the 
means of a little extra margin. 
Carlots are delivered with full 
freight allowed whereas l.c.l. are 
delivered on carlot basis plus the 
freight differential. In principle 
there is the base discount available 
to dealers, and beyond that the 
discount for wholesalers. Followed 
scrupulously, a dealer buying di- 
rect would have only the advan- 
tage of freight extras if he bought 
in carlots. If on the jobber list 
(as some are) he would have the 
extra discount but in the main this 
plan provides the machinery for 
a stabilized market, if all factors 
play according to the rules. At 
the start this plan worked smooth- 
ly. Smaller jobbers said it was 
the only plan and that larger job- 
bers would depend upon extra vol- 
ume for extra margin instead of 
preferential buying prices. Avail- 
able data on mail order price 
trends looked encouraging. Then 
an eastern wholesaler cut the price 
and flooded a wide area with the 
concession offer. In rebuttal, an- 
other wholesaler, whose sales were 
affected, met the offer. The sec- 
ond jobber’s sales area overlaps 
in part with six other jobbers. 
They all met the price. Their ter- 
ritories likewise overlap with still 
other groups and like a prairie fire 
the price war was on again. This 
time the blame definitely rests 
with a wholesaler and not with a 
manufacturer. This early dis- 
couragement has not warped the 
hope of stabilization but it na- 
turally has had its effect. It is the 
obvious intent of the manufac- 
turers to pursue their plan of 
stabilization. If they do so, re- 
fusing to ship an offending dis- 
tributor who upsets the market, a 
vital obligation rests with whole- 
salers. In many ways, this effort 
marks a new hope in a previously 
forlorn situation and definitely 
merits every possible support 
from distributors, if only for ex- 
perimental reasons. For it is fair 
to assume that if this step is suc- 
cessful the next procedure will re- 
quire more exacting definitions to 
determine the wholesaler classifi- 
cation. 
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Wire Cloth— 


Taking another course the wire 
cloth industry seeks stabilization 
through a carefully graduated 
quantity discount basis, open to 
the entire trade. Discounts run 
from 21% per cent (off base price) 
for from 1 to 24 rolls through six 
quantity groups to reach a max- 
imum of 20 per cent for three car- 
loads or more. The single carload 
discount is 19 per cent; 500 rolls 
to carload, 17 per cent; 150 to 499 
rolls, 15 per cent and 50 to 149 
rolls 5 per cent. These are for 
steel cloth. Copper and bronze 
discounts vary slightly from this 
schedule but the same principle 
has been followed. Under this 
plan the dealer’s price from mill 
or jobber’s warehouse is the same 
for like quantity. While it is true 
that in some brackets the whole- 
salers’ margin is small this plan 
opens up a channel for quantity 
orders previously placed direct. 
Being an active seller during a 
three or four-months period, wire 
cloth is a turn-over item. The 
margin must be considered in 
terms of the duration of the in- 
vestment and not in terms of a full 
year’s average overhead. Here 
again the distributors support is 
the most vital factor in developing 
stabilization. As in the case of the 
ammunition plan, the outcome of 
this development will have a 
drastic effect on future stabiliza- 
tion efforts of all hardware lines. 
It is known that this plan was not 
first choice with certain factories 
who preferred the functional basis, 
but the plan offered the only avail- 
able compromise to effect sta- 
bilization and for that reason will 
be earnestly supported by the pro- 
ducers according to our best in- 
formation. 


Summary— 


It is entirely reasonable to sup- 
pose that either or both of these 
plans for stabilization will be 
subjected to revision as time goes 
on. A possible development is the 
combination of both the functional 
and quantity basis for determining 
discounts. There are decided eco- 
nomic merits in both methods. 
Given a fair trial, the future may 
bring out the long sought ultimate 
method taking the best from both 
plans. Certainly the producers 


and. distributors have suffered 
enough (without any semblance of 
coordinated plans) and should 
welcome the advent of -thé two 
stabilization principles under dis- 
cussion. The ammunition and 
wire cloth producers have worked 
strenuously to develop their re- 
spective plans and have taken long 
strides in the right direction. Lack 
of perfection in small details 
should be overlooked for the 
present so that all effort and 
thought may be focused on the 
main objective—stabilization. If 
this is done great progress has 
been made on two outstanding 
perplexing problems faced by this 
industry. If these plans fail, or 
fall down because of lack of dis- 
tributor support it is doubtful if 
the two producer groups involved 
can for many years come to an- 
other acceptable common ground. 
This would mean a resumption of 
the chaotic conditions so familiar 
and distressing and might very 
easily lead to an entirely new plan 
of distribution in both of these 
volume lines. The loss of the am- 
munition and wire cloth volume 
would seriously handicap whole- 
salers. They cannot afford to 
jeopardize this business through 
lack of cooperation. If only as 
an experiment they can well af- 
ford to play the game under the 
new rules and study the results. 


Forum— 

The coming Atlantic City con- 
vention presents a splendid oppor- 
tunity for discussion and study of 
the ammunition and’ wire cloth 
stabilization plans. Both should 
be take at face value, at least for 
the present. Producers of these 
lines will meet and mingle with 
distributors. It is a golden oppor- 
tunity, properly timed, for whole- 
salers to get a first-hand explana- 
tion from their respective sources 
of supply in both lines. The need 
for some form of stabilization has 
never been questioned. So far 
these are the first tangible plans 
presented and these should stand 
until better plans are developed. A 
formal expression from the whole- 
salers assembled would be most 
appropriate. It would inspire a 
more general support for these ef- 
forts and lead to a mutual benefit 
between the producers and whole- 

(Continued on page 83) 
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HARDWARE CURIOSITIES 


By ROBERT PILGRIM 
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ALARM CLOCK PERFORMS ! =" 
A COMPLETE WAKE UP, AND | — 
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ELECTRIC VACUUM CLEANERS ARE OFTEN 
USED ON THE STREETS OF HOLLAND 
TOWNS AND VILLAGES. DUTCH HOUCEWIVES 
_WHOSE SPICK-AND-SPAN METHODS ARE PROVERBIAL 
VACUUM THE PUBLIC STREET BEFORE THEIR HOMES! 
3 











; INVENTORS 
/ =S7 > CONGRESS 


a is | 
“We THERMOS BOTTLE OF SHE 
AMERICAN THERMOS BOTTLE 
COMPANY ENOLVED FROM A 

———— 








VESSEL MADE YO STORE LIQUEFIED 





GAGES. THE VACUUM PRINCIPLE, ae 
DEVISED BY THE LATE SIR JAMES — 
DEWAR, ATTAINED PROMINENCE DURING al 


THE WAR, WHEN AVIATORS e AL NATIONAL INVENTORS’ CONGRESS, MEETING , 
FLYING AT HIGH ALTITUDES pint ni MN OMG, DISPLAYED SLICH STARTLING NEW’ INVENTIONS 








CARRIED OXYGEN IN AS PNEUMATIC, SLIDING LADDERS; A LULLABY BASSINET "WHICH, 
THE TANKS ROCKS BABY BY ELECTRICITY: A FISHING GADGET THAT GIVES AN 
ELECTRIC GIGNAL WHEN A FIGH IS HOOKED; AND A PAPER 
Copvereht 1935 by Hardware Age UMBRELLA CHEAP ENOUGH 0 THROW AWAY AFTER A SHOWER. 
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LOU HAAS L__ 








This Long Island retail 
hardware merchant re- 
fused to be stampeded by 
the arrival of a 5 and 10c 
store. Instead, he analyzed 
the ways of this new com- 
petition and turned them 
to his own advantage. He 


says— 
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By LOU HAAS 





Haas Hardware Co., St. Albans, L. I., N. Y. 


that we first learned that a 
well known five and ten cent 
store would open just a few doors 
from our hardware store. Per- 
haps this situation should have 
worried us, but as a matter of fact 
it did not. I knew of several 
cases where five and ten cent 
stores had cut heavily into the 
volume and the profit of neigh- 
boring stores. However, it seemed 
to me these consequences were not 
inevitable, that they could have 
been averted by some earnest 
thinking, efficient planning and 
skillful business strategy. The 
situation rather than alarming us, 
served to put us on our mettle. 
So we began to take stock of 
ourselves and to give this problem 
some real thought. The more we 
thought about it the less serious 
it all appeared to be. After all, 
we had taken over our store when 
it was in bad shape about six 
years ago. Our predecessor had 
left us little but a skeleton upon 


[' was just about a year ago 
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which to build. We had devel- 
oped a good retail business. We 
had many loyal customers. Our 
reputation for conducting our 
business fairly was well estab- 
lished. Year by year, éven dur- 
ing the depression, our business 
had grown. Why should the five 
and ten’ worry us now? Right 
then and there we decided that it 
wouldn’t. We determined to meet 
it—and now, after eight months 
of five and ten competition, we 
know that we more than retained 
our customers. The big bad five 
and ten just a few doors down 
the street from our store doesn’t 
worry us in the least. In fact 
it has helped! 


Plan of Strategy 


Since the store opened, our busi- 
ness has shown an average 
monthly increase of about 15 per 
cent. It is quite possible that 
improved general conditions might 
be responsible for some of this 
improvement. Nevertheless, our 


sales figures do offer conclusive 
proof that the opening of the five 
and ten has not detracted from 
our business. 

By the time public announce- 
ment was made in our town of the 
coming of the five and ten cent 
store we had pretty well form- 
ulated our plan of strategy. We 
had a rather settled confidence 
that, however much it would mean 
putting us on our toes to meet 
the new competition, we had 
really nothing to fear, that we 
could meet it and overcome it. 
Therefore it seemed to us good 
psychology to give our customers 
no slightest indication of a fear 
we did not feel. So we kept our 
“Dime Department” Counter, with 
its usual sign, in its accustomed 
place, neither emphasizing nor 
minimizing its appeal to the cus- 
tomer. We wanted it to be a ges- 
ture to show all and sundry that 
the coming of the new competitor 
was nothing in our life, and that 
we were equipped and prepared to 
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The Five 


meet the needs of customers either 
on the basis of price or quality. 

Next, we set out on a deliberate 
policy of stressing quality. Our 
first move was to rearrange our 
stock, placing displays of similar 
articles of better quality, higher 
priced items in displays adjacent 
to our “Dime Department.” This 
was done te enable us to quickly 
make comparisons for our cus- 
tomers of the differences between 
inferior and quality items. In 
most cases we have not found it 
difficult to convince customers that 
there are real reasons why a qual- 
ity item costs more, and that it is 
more economical in the long run 
to buy such items. For example: 
When we notice a customer has 
become interested in one of the 
ten cent screw drivers, we 
promptly produce a 75c screw 
driver from an adjoining display. 
Both were the same size, and 
looked much alike. The resem- 
blance usually brings forth quite 
a few comments and questions 
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trom our customers. And that is 
just what we want. It gives us a 
chance to say something like this: 

“Certainly, Mr. Jones, we can 
sell you a ten cent screw driver. 


We have them here. But, just 
look at the difference. Just feel 
the two screw drivers. The ten 


cent one is a bargain at a dime. 
It’s a good buy, no doubt of it; 
but you can’t expect to get a 
quality tool at this price. We 
carry both ten cent goods and 
quality goods and I'll sell either 
one, but the difference is there, 
and the ten cent screw driver is 
tremendously inferior to the 75 
cent one, etc.” 

Gradually our customers began 
to realize that ten cent items are 
not always what they are cracked 
up to be. They began to appre- 
ciate the virtues of quality over 
price. Remember, too, all this 
was taking place long before the 
five and ten opened up. It was 
an educational period for our 
customers, with us as teachers. 
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As a result the people who trade 
with us began to think of five 
and ten hardware as cheap hard- 
ware, which is just what it is. 
They came around to a greater 
appreciation of quality. More- 
over, they knew that we weren't 
afraid of the five and ten. Here 
and there a few of them joshed 
us about the coming competition. 
We joshed back, and made light 
of it. We had to impress them 
with the fact that the advent of 
the five and ten was but an inci- 
dent, not a momentous event in 
our mercantile lifes Had we 
seemed concerned about it our 
customers would immediately have 
thought that we had good reason 
to be so. They would logically 
have concluded that if we were 
worried it was probably because 
we knew the five and ten would 
beat us on various items and 
would be able to offer our cus- 
tomers more for their money than 
we could give them. On the con- 


(Continued on page 76) 
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By TOM N. WITTEN, SR. 


Witten Hardware Co., Trenton, Mo., 
a past president of the Western Hard- 
ware & Implement Association and 
for 30 years an intimate friend and 
co-worker with Mr. Hodge. 


/ ERBERT J. HODGE, of 
H Abilene, Kansas, secre- 

tary of the Western Retail 
Implement and Hardware Associa- 
tion and of the National Federa- 
tion of Implement Dealers’ Asso- 
ciations has just celebrated his 
80th birthday. A most peculiar 
thing is that Mr. Hodge has been 
secretary of these two associations 
a total of eighty-one years. 

Mr. Hodge was born in Bolivar, 
Ohio, on Sept. 2, 1855. His father 
was Dr. John M. Hodge, and his 
mother’s maiden name was Olive 
Mary Tinker. The family moved 
to northern Illinois when Mr. 
Hodge was six. For ten years, the 
boy attended the common schools 
of Mendota. He was sixteen, when 
he moved with his family to Abi- 
lene, Kansas, then the famous 
“Frontier Town” of the West. In 
those days Abilene was full of 
cowboys, saloons, gambling dens, 
lots of guns and plenty of action. 
Practically all southwestern live- 





HERBERT J. HODGE TODAY 


A Career of 


stock was driven to Abilene and 
loaded on trains for the market. 
Hundreds and thousands of cattle 
from Texas were driven into this 
point. This made business good 
and action plentiful. 

In 1872 and 73, Mr. Hodge at- 
tended Kansas University at Law- 
rence for one term. That was the 
end of his institutional schooling. 
Like so many other great men, 
he had to go to work. His first 
position, after returning from 
school, was with the Abilene 
Chronicle, still published in Abi- 
lene. Circulation and collections 
were his responsibilities. 


After a year of.newspaper work, 
he and his brother Charles, de- 
cided to go into the hardware and 
implement business in Abilene. . 
This was on March. 18, 1875, and 
the firm of Hodge Brothers con- 
tinued in business until March 18, 
1920. When they sold out-on their 
forty-fifth anniversary they were 
occupying the same building in 
which they started their business. 
This building is still owned by 
Mr. Hodge. Starting in a very 
modest way, with a small capital, 
this store gradually grew into a 
very successful institution. 


Herbert Hodge met Mildred 





For 46 years Mr. Hodge has been secretary-treasurer of the Western 


* Hardware & Implement Association, the largest and oldest trade body 


in the hardware field. For 35 years he has held the same position 
with the National Federation of Implement Dealers’ Associations. He 
was the chief organizer of both groups. The annual convention of 
the Western association is the largest retail hardware convention of 
the year. On September 2, 1935, at the Sunflower Hotel, Abilene, 
Kan. (Mr. Hodge’s headquarters), nearly four hundred friends gath- 
ered to honor this veteran trade leader on his eightieth birthday. This 
gathering came from many states, representing the retail, wholesale 
and manufacturing fields in the hardware business, and including 
three bishops of the Episcopal Church and important public officials. 
—tThe Editors. 
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The story of HERBERT J. HODGE, dean 


of Association Secretaries, whose success in 


trade organization work began with a suc- 
cessful business experience. Celebrates his 


80th birthday with many friends. 


Hendricks on New Year’s Day, 
1878. With that meeting a rare 
romance began. The two young 
people became strongly attached 
to each other and real life for both 
of them was born anew. About a 
year later, they were married. 
From this union came one of the 
finest examples of what a union 
could be, and should be, and was, 
that it has ever been my pleasure 
to know. They loved each other, 
they loved their work and they 
loved people. All they did for 
each other, and “for other folks, 
brought joy bountiful, to them as 
husband and wife and as neigh- 
bors. 

It was my pleasure to visit them 
in their home, which was both 
unique and beautiful. There Mrs. 
Hodge reigned supreme, and what 
a great joy Mr. Hodge received in 
seeing her enjoy the things she 
liked and appreciated. No man 
could have done more than he did 
as a husband and lover. What an 
inspiration it is to visit a home 
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Achievement 


where little children play around; 
where love and happiness abide, 
and where young people are en- 
couraged to grow into useful men 
and women. Such a home is a 
creation second only to the won- 
ders wrought by God. Memories 
of a home like that, sends a po- 
tent influence out into the future 
forever. It moves on into eternity, 
never to be crushed. 

This beautiful union was shat- 
tered in 1919, when Mrs. Hodge 
was called on beyond, after a use- 


- ful and inspirational life to all 


who knew her. She was a loving, 
sympathetic, encouraging work- 
mate and an inspiration to our be- 
loved secretary and wonderfully 
helpful in anything he undertook 
to do. I know in his mind and 
soul, that she still lives with him 
in everyday Of his life, and is still 
an inspiration for him, knowing 
that she wishes him to follow out 
his life’s work to the end. God 
bless such mothers and wives as 


Mrs. Herbert Hodge. 





Mr. and Mrs. Hodge were very 
devoted Episcopalians. They sang 
together and supported in every 
way the Episcopal Church of 
Abilene from their marriage until 
Mrs. Hodge was taken away. He 
has been a Senior Warden of the 
St. Johns Episcopal Church of 
Abilene for forty-seven years. A 
record of which Mr. Hodge is very 
proud—and rightly so. 

Mr. Hodge has twice been pres- 
ident of the Abilene Rotary Club. 
If ever a Rotarian lived, in its 
fullest meaning, and its fullest 
possibilities, I would say that he 
has perfectly exemplified Rotary 
in his wonderful life. 

Soon after Mr. Hodge and his 
brother established their hard- 
ware and implement business they 
began to realize that like any other 
group of men in the same line of 
work, they needed an organiza- 
tion which would enable them to 
meet together; think together, and 
work together constructively. Not 
only for the good of the individu- 
als and their line of business, but 
that they might render a better ser- 
vice to the general public with 
which they did business. 

In 1889, along with a handfull 
of progressive Kansas dealers, 
they met at the old Coates House 
in Kansas City, Mo. There was 


29 











Herbert J. Hodge in the office of the Western Hardware 


and Implement Assn. 


formed the organization which is 
known today as the Western Re- 
tail Implement and Hardware As- 
sociation. It now has more than 
2000 members and is the largest 
retail organization in one line of 
business in the world. It is also 
the oldest dealer organization in 
the hardware trade, but has never 
become affiliated with any national 
organization except Federation, of 
which Mr. Hodge is secretary. 

Mr. Hodge always carried a 
sharp pencil and being the young- 
est man in the group at the first 
meeting of the association, was 
elected secretary and has been re- 
peatedly reelected to that office for 
forty-six years. 

In 1900, Mr. Hodge fostered the 
organization of the National Fed- 
eration of Implement Dealers’ As- 
sociations, was chosen secretary, 
and has continuously served in 
that capacity ever since. He there- 
fore deserves credit for forty-six 
years as secretary of the Western 
Association and thirty-five years 
as secretary of the National Fed- 
eration, giving him a total of 
eighty-one years of secretarial ser- 
vice. The Federation embraces 21 
affiliated association’s composed 
of retail dealers in implements. 

It is most improbable that any 
living man can show a comparable 
record of service. In this brief 
article, it is impossible to review 
the hundreds of things that have 
been accomplished in both organ- 
izations under his capable stew- 
ardship. The records are written 
and the history is made. Both 
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will stand as long as business or- 
ganizations are in existence. 
The most inspiring thing about 
our distinguished secretary is not 
only that he was a success in busi- 
ness, not only that he was a suc- 





The Hodge Bros. hardware and jmple- 
ment store in Abilene, which was sold 
out in 1920. Herbert Hodge still owns 
the building. Below: The original 
Hodge Bros. establishment. 


Herbert J. Hodge in the room of his residence fitted up 
as a den and office. 





cess as a secretary of a business 
organization, and built up the 
greatest organization in retail busi- 
ness, but to me the finest thing 
about his entire life is the life he 
lived, the thoughts he thought, 
and the inspiration his very pre- 
sence gave to those who knew him 
best. His integrity, his honesty 
of purpose, his sympathy for 
others, his understanding, his 
tolerance, his vitality, and his 
never tiring efforts have been given 
to build successful institutions. 
His very presence enriched the 
sense of human kinship and he be- 
lieved that any institution that was 
built up in dollars and cents with- 
out building the man along with 
it, was a failure. I never think of 
Herbert Hodge that I don’t think 
of what the poet said: 


“We are blind until we see, that in 
the great human plan, 
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Nothing is worth the making, if we 

don’t make the man. 

Why build up institutions glorious, 

if, man unbuilded goes? 

We build the world in vain, unless 

the builder grows.” 

I know of no man in my entire 
acquaintance (and | think I have 
met thousands among the finest 
men that America has ever pro- 
duced) that has done more to raise 
the standard of business and to 
encourage a fair code of ethics, 
not only in the retail business but 
in the manufacturing and whole- 
sale business. He is respected and 
loved by the manufacturers, job- 
bers and retailers. Not only in 
the hardware and implement in- 
dustries but in all other industries 
he has contacted. 

No one man in one life-time, 
can cure all the ills in one line of 
business, no matter how much 
thinking he does or how much 
hard work he devotes to it. Suc- 
cess in life does not necessarily de- 
pend on the achievement in the 
end but in striving and working 
for an end worthy of being attain- 
ed. To me, that is a wonderful ac- 
ceptance of responsibility. So 
many of us like to carry the flag, 
or lead the band when the crowd 
is looking. We like to tackle 


propositions that are easy to pul 


over, and then say: “Look what 
we have done!” But few men are 
real sports. To me, the real sport 
and the worthwhile fellow, is one 
who tackles a job that he knows 
can never be finished in his life- 
time. He is one who thinks it may 
even take centuries to accomplish 
and who fights on with a keen 
step and keen thoughts that in the 
end he may help other generations 
to accomplish the same things a 
little easier, and make the load a 
little lighter for those that live 
after him. 

Herbert J. Hodge, typified char- 
acter at its finest. Character is the 
greatest motive power in the world. 
In its noblest embodiment, it sim- 
plifies human nature in its highest 
form, for it exhibits man at his 
best. Men of integrity and high 
purposes can make a spontaneous 
homage of all mankind. Simple 
honesty of purpose in a man goes 
a long ways in life, if founded 
on a just estimate of himself, and 
the study of obedience to the rule 
he knows to be right. But that 
purpose besides being honest, 
must be inspired by sound prin- 
ciples and pursued with persist- 
ency, truth, integrity and up-right- 
eousness. It is life, the mastering 
of men, the fundamental principle 


of life in the fullest form, that 
marks the progress of the world. 

Every individual should render 
some service to his community, 
apart from that which is intended 
for himself individually. We have 
no right to enjoy community priv- 
ileges without rendering com- 
munity services. We are all under 
obligations to each other and 
should cooperate in a neighborly 
spirit, or we should not be called 
human. Our value will be placed 
on us as a citizen by the service 
we render to society. It is not how 
much we know that is of impor- 
tance. But the end and purposes 
which we know should be accom- 
plished. 

I feel that every person that 
knows our secretary personally, 
will agree with me, that Herbert 
Hodge, our beloved secretary, has 
fulfilled that kind of a life. What 
more could any man do? What 
better life could any man live? 

I know that it is the wish of all 
his friends that he be spared to 
be with us many years to come. 
For, in these strenuous times, we 
need his influence and encouraging 
words. May God sustain and bless 
him to the fullest extent. 








The birthday party which Mr. 
Hodge gave in celebration of his 
30th birthday was held at the Hotel 
Sunflower, Abilene, Kan., on Monday 
evening, Sept. 2nd. The affair was the 
largest of its kind ever held in the 
town, and perhaps the largest dinner 
party ever given by one person in the 
state. Three hundred and sixty guests 
were present for the party. In addi- 
tion, Mr. Hodge’s sister-in-law presided 
at another dinner given at the same 
time in Houston, Tex., for forty guests 
who were unable to come to Abilene. 


A program which followed the din- 
ner included the singing of familiar 
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songs by the guests, songs by the 
Peerless Quartette of the Western As- 
sociation. M. H. Malott was the toast- 
master, and greetings were extended 


by C. M. Harger. Formal addresses 
were delivered by three Bishops of 
the Episcopal Church in which Mr. 
Hodge has been active for a half 
century. 

Short talks of appreciation were 
made by some of Mr. Hodge’s col- 
leagues in association work: E, I. 
King, Logan, Kan.; J. F. Goodman, 
Kansas City, Mo.; A. A. Doerr, 
Larned, Kan.; Clayton Lehman, New- 
ton, Kan.; S. M. Sellers, Lebanon, 


Ohio; C. R. Peters, Des Moines, Ia., 
and T. N. Witten Trenton, Mo. 

At the conclusion of the program 
Mr. Hodge gave a talk in which he 
expressed his appreciation for the 
kind words spoken and was presented 
with a guest book containing the 
names of all present. About one hun- 
dred out-of-town guests were in attend- 
ance, many coming from distant 
points. Telegraphed and cabled mes- 
sages of congratulations were re- 
ceived from many points in the United 
States and from several foreign coun- 
tries. 
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Photos 
Courtesy 
Pittsburgh 
Plate Glass Co. 


TWENTY per cent improve- 
ment in business was the 
immediate result of the 

installation of a modern store 
front by the P. H. Sipler Co., 
hardware firm of Darby, Pa., this 
year. Besides being immediate, 
the improvement has held up ever 
since and is increasing. For the 
first four months, the twenty per 
cent better business was consis- 
tent and since that time it has 
jumped to twenty-five per cent 
improvement over that of the old 
store. 
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In the new windows, which are 
recessed so that people are 
naturally led towards the entrance 
of the store, instead of being 
allowed to pass right by as was 
the case with the old flat front 
windows, fast turning, needed 
merchandise is featured. Recent- 
ly," for instance, fly swatters were 
displayed in mass arrangement. 
Warm weather brought flies—fly 
swatters were a necessity—and the 
Sipler windows were used to good 
advantage to tell the residents of 
Darby that the store had a good 


You Are 


past. 





People, coming for a 
necessary article, the purchase of 


supply. 


which could not be put off, 
shopped about the store and 
bought screens, fans and a wide 
variety of hot weather needs. The 
lowly fly swatter was the item that 
brought in the numbers of cus- 
tomers, and to the modern win- 
dows goes the credit because the 
displays could be made attractive 
and effective. In the old type win- 
dows there was less space to show 
merchandise and even when great 
care was given to trims, people 
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The new and attractive front 
of the Sipler Store places the 
old in the background of the 
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Known By Your Store Front 


Darby, Pa., hardware store shows 20% increased business 
following modernization of their premises... . 


were not so successfully drawn 
into the store. The flat front was 
not a selling window. 

The Sipler firm considered 
modernizing the front as long ago 
as ten years and an estimate was 
obtained from a local contractor 
for removing three supporting 
posts from the 25 ft. front. The 
estimate at that time called for 
the expenditure of $5,000 for this 
work, but when the job was finally 
completed this spring, conditions 
were such and production costs 
of the materials were so greatly 
reduced that the entire job, in- 
cluding materials and prepara- 
tory work, was completed at a 
cost of $2,500. An I-beam was 
placed across the front, extending 
into the side walls and providing 
the necessary support. The store 
is approximately 100x25 ft. and 
the new entrance is wide and in- 
viting. 

The store enjoys an active and 
steady trade in Darby and could 
easily have been satisfied to go 
along with the old arrangement, 
but the proprietors have always 
been forward-looking and progres- 
sive merchants. They know that 
Darby is soon to have one of the 
large central markets that are 
springing up here and there. The 
Siplers decided that the advent of 
the large market could be a boon 
or otherwise, depending upon how 
they met the situation. The new 
market will bring more people 
into the shopping district, and they 
reasoned that if the store were 
modernized, it would benefit from 
this extra traffic instead of being 
submerged. That they made the 
right decision is already apparent 
—so much so that other retailers 
have been inspired to brighten up 

(Continued on page 70) 


SEPTEMBER 12, 1935 





The premises of J. E. Burnet Sons, Inc., Madison, N. J., have undergone a 
transformation in recent months. A glance at the two photos, taken before and 
after modernization, shows the great improvement. Such progressive manage- 
ment keeps this store among the outstanding retail establishments of Madison, 
giving it a definite advantage as the first upturn of business appears. 
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to the 


EDITOR 


Jobber Urges Dealer Support 
For American Institute 


of Fair Competition 


E:mira, N. Y.—The American In- 
stitute of Fair Competition holds 
out to the retailers and wholesalers 
of any line of merchandise, but par- 
ticularly hardware, an offer of salva- 
tion. The offer may be spurious, 
the scheme may be just another 
“racket.” 


Assuming, however, that its spon- 


sors are sincere, intelligent, and 
responsible, the plan should be 
eagerly embraced by retailers, 
wholesalers and manufacturers who 
would stop the extinction of old-line 
retailers. 

As everybody knows, chain stores 
and mail order houses offer their 
best selling merchandise at prices 
too close to the retailer’s cost. The 
wholesaler is helpless to correct the 
situation. Manufacturers in one 
way or another place the chains and 
mail order houses in a position to 
walk away with the retailers’ busi- 
ness. 

That phrase, “One way or an- 
other,” conceals the colored gentle- 
man in the wood pile. 

All that the A. I. of F. C. does is 
to say to manufacturers, “Come out 
into the open, declare your sales 
policy. If that policy protects re- 
tailers we will turn the spotlight 
of favorable publicity upon you so 
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that dealers and wholesalers will 
know that you, at least, are their 
friend. We believe there is enough 
common decency in the hardware 
trade to reward you accordingly.” 

I do not understand that the A. I. 
of F. C. has any quarrel with any 
manufacturer who prefers to get 
along without the use of the “Label.” 
It merely offers, for a consideration. 
to aid those who wish to use it. 
We know of one wmanufacttirer 
whose business has doubled under 
this favorable publicity. Doubtless 
there are others who will continue 
to prosper without it. Some who 
will apply for it will find it of 
slender benefit because they have 
not the merchandise that dis- 
tributors want. Doubtless, whole- 
salers and retailers will continue to 
patronize manufacturers who cut the 
ground away from under them, be- 
cause they do provide indispensable 
merchandise. 

In general, however, it may be 
said confidently that distributors are 
intelligent enough to grasp a life- 
line when it is thrown to them. 

There is one essential difference 
between a declaration made to the 
A. I. of F. C. and one made to any 
other agency. The whole truth and 


nothing but the truth must be told. 
A manufacturer might much better 
refuse to make a declaration than 
to distort or conceal the facts. 

American manufacturing as a 
whole is conducted on a high level 
of honesty and fairness. Hundreds 
of hardware manufacturers refuse 
to sell anything whatever to any but 
accredited wholesalers and retailers. 
Many more who sell to other 
agencies advance their prices suf- 
ficiently to afford protection to re- 
tailers. Such manufacturers most 
emphatically should be the ones to 
benefit by support of the A. I. of F. 
C. They have nothing to lose and 
everything to gain. It is hard to 
understand why they should oppose 
it unless they are convinced the 
management is not reliable. 

In the last analysis, the success 
of the movement is up to the re- 
tailer. If he is indifferent, if he 
does not show preference for In- 
stitute-approved manufacturers, then 


obviously the thing will die by the. 


wayside and the chains and mail 
order houses, fed by unseen hands, 
will continue to suck his life blood 
until he is remembered no more. 
Epwarp Rose, President, 
Barber Rose & Kimball, Inc. 
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The World of Romance! 


Recently I wrote a friend that 

if he were not careful he 
would lose his shirt. He replied 
that if he did he would join a 
nudist colony. 


I T seldom pays to give advice. 


* * * 


I first saw Will Rogers when he 
was twirling a lariat at the New 
Amsterdam Theater some twenty 
years ago. He was just starting to 
do his monologues. His death is 
a national bereavement. All of us 
who read his daily column will 
miss him. In a time of general in- 
sanity Rogers was our sanest 
American. But all of us think with 
regret that he was just nutty when 
he and Wiley Post took that vaca- 
tion jaunt flying among the Eski- 
mos in Alaska. That is the pity of 
it! But to them it must have been 
Romance! 

There has been a great deal 
written about Will Rogers since 
his untimely death. A lot of it is 
terrible stuff. Rogers himself 
would have a good laugh and some 
pointed things to say if he could 
read what has been written about 
him by some of our well-known 
authors. The only relief from this 
maudlin stuff is when something 
said by Rogers himself is quoted. 


* * * 


There was Russell, the cowboy 
painter. I knew him years ago. 
He was just coming into notice. I 
could have bought some of his 
best canvases for a song. Russell 
was a great story teller. Once at a 
dinner in St. Louis he kept us go- 
ing into the wee hours of the 
morning. Russell finally wrote a 
book. Then he died. Then Will 
Rogers wrote him a letter to the 
other world, and this letter was 
published as a preface to Russell’s 
book. It was very natural for 
Rogers to write as he did. It was 
just one cowboy writing to an- 
other. But when some of the 
authors who have never been on 
a mustang in their lives, and 
hardly know a lariat from a 
clothesline start to write mushy 
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cowboy stuff about Rogers, it just 
gives “yours truly” a pain in the 
neck. 

Rogers stood up the life insur- 
ance companies for about eight 
hundred thousand dollars. His 
policies gave him the right to 
“casual” flying. However, I hardly 
would call that trip to Alaska with 
Post “casual,” but there isn’t an 
insurance company in the country 
that would dare to-hold out on 
Will Rogers’ widow. 

I could say more, but won’t. 


* * * 


I have also had the pleasure of 
meeting Wiley Post. I met him at 
the Rockefeller Center Music Hall. 
He was on the stage, and I was 
in the last row in the audience. 
Isn’t that enough to claim an ac- 
quaintance? Wiley didn’t say 
much and he didn’t look much, 
but his record in flying speaks for 
him. Bernard Shaw said the other 
day on his 75th birthday, “The 
only use the world has for us is 
just as long as we can do some- 
thing better than anybody else.” 
Since then I have been thinking of 
Shaw’s idea. I have tried to do 
a few things, like playing bridge, 
better than anybody else, and I 
am now convinced the world does 
not need me. 

The day I saw Wiley Post, Dick 

' Shapleigh of St. Louis was with 
me. I asked Dick what he wanted 
most to see in New York, and he 
said the Rockefeller Center Music 
Hall. So late in the afternoon we 
dropped in to see the show. That 
was the last time I ever saw Dick. 
He was a fine fellow, straight as 
a string, and we have all missed 
him. 

* * * 

Anne Morrow Lindbergh has 
just published a book about her 
trip with the Colonel over Can- 
ada and Alaska, to Japan. This 
book is well worth reading. It 
covers a good part of the country 
flown over by Rogers and Post. 
She gives an interesting descrip- 
tion of that barren northern coun- 


try. She tells, for instance, of 
their being entertained at Baker’s 
Lake in Canada. From the de- 
scription this must be the jump- 
ing off place to nowhere. Their 
hosts offered them delicious fresh 
salmon for dinner. But the hosts 
themselves were tired of salmon. 
That was just about all they had 
had for weeks. The Lindberghs, 
however, happened to have some 
roast beef sandwiches several days 
old. As the hosts had not had any 
fresh roast beef for over a year, 
they eagerly took the sandwiches, 
carefully divided them, and 
slowly, while the Lindberghs ate 
the salmon, with great relish ate 
the stale roast beef sandwiches. 

Anne tells all about her troubles 
trying to handle the radio. How- 
ever, practice makes perfect, and 
she was soon doing a good job. 
They had many exciting moments 
on the trip, one when the Col- 
onel in a heavy fog flew down 
the side of a mountain into a val- 
ley. He was looking for a har- 
bor. Anne said flying between 
the fog and the mountain was like 
inserting a knife down between the 
pan and the pie. She admits she 
was frightened stiff. She said the 
Colonel looked serious. The 
wind blew against his face and 
his bones stood out so that his 
face looked like a skull. 

Then she tells about their land- 
ing finally in a harbor among 
some Japanese islands. Not far 
away was a Japanese ship, and the 
captain, his officers and all the 
sailors treated them with the great- 
est courtesy and consideration. 

She refers incidentally, to their 
being entertained in several places, 
once for instance in Ottawa, but 
she does not give the names of the 
great people who were present. 
Her entire story is very modest. 
Celebrities of the earth whom they 
met are only casually mentioned. 
In Ottawa at the dinner some of 
the flying experts looking over the 
Colonel’s maps were surprised at 
how he flew. The Colonel ex- 


plained it was his custom simply 
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to draw a straight line from one 
point to another on the map and 
then fly that line. These experts 
thought there were safer ways of 
doing it. But the Colonel shook 
his head and said it was his cus- 
tom to follow a straight line. And 
that was that. 


* * * 


I once saw a map covering the 
first flight of the Colonel from 
New York to Paris. The line of 
this flight on the map was drawn 
in ink by him. Afterwards he 
carried this map with him and 
from hour to hour as he flew he 
made pencil memoranda on the 
map. Afterwards he autographed 
it, and it is now in the library 
of a friend of mine here in New 
York. Some day that map will be 
very valuable. 


* * & 


On my library table last night 
I found a thick book. This book 
kept me going full speed until 
2.30 this morning. It is an analy- 
tical account of the early romance 
stories of the world. First these 
stories were analyzed and then the 
story was told to illustrate the 
point involved. The source of 
these stories is unknown. They 
came down through unwritten his- 
tory. They are stories that were 
told at the camp fires of early 
barbarians and later told at the 
fire places of the ancient castles 
in the long winter nights. In his 
analysis of these stories the author 
said there are only about eight 
or ten variations. There was the 
hero. In the early times he was 
always a fighter. He could lick 
anybody. Then of course there 
was the heroine. She was always 
in distress. Then there was the 
villain. He was usually a giant, 
or a great big fellow with shaggy 
red hair and a shaggy beard. He 
usually carried a club. However, 
the hero, instead of tackling the 
villain with Marquis of Queens- 
bury rules, always was helped with 
little magic, which I think was 
hardly a square deal for the poor 
villain. Then the hero married 
the beautiful, unhappy maiden, 
and went into the business of 
raising more heroes and more un- 
happy maidens, and of course 
they all lived happily ever after. 

This book contained all the 
best known stories about King 
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Arthur. Everybody loved King 
Arthur. He was the perfect 
knight. But most of those around 
him gave him a rotten deal. King 
Arthur at the end hardly knew 
whom he could trust. It does 
seem, even in those days, that 
most of the Knights of the Round 
Table were just a bunch of racke- 
teers. What King Arthur needed 
was a District Attorney like 
Dewey, and a grand jury, to clean 
up the rackets in his court. 

Now it would seem that an old, 
hardboiled hardware man like 
myself would hardly lose his 
good sleep sitting up almost all 
night reading these romantic 
stories. But it was really very 
interesting stuff. Some of the 
stories reminded one of the Bibli- 
cal stories. For instance there was 
a story very much like that of 
Joseph and Potiphar’s wife. Only 
in the romance story the knight 
who owned the castle conspired 
with his wife to find out whether 
the young knight was loyal to his 
vows or not. Like Joseph, this 
young knight came out with fly- 
ing colors. Afterwards when his 
host told him it had all been a 
put up job between him and his 
wife, the young knight no doubt 
felt he had had a very narrow 
escape. The knight of the castle 
sent the young knight back to 
King Arthur with a letter of rec- 
ommendation and no doubt King 
Arthur was glad to have some- 
one around who would keep his 
word. 

Of course it must be taken into 
consideration that in those days 
the only method of long distance 
travel was: on horseback. There 
were trails through the woods. It 
took a long time for Lancelot for 
instance, to bring Guinevere to 
Arthur’s castle. Riding day after 
day must have become very tire- 
some. Both Lancelot and Guine- 
vere were young. It is therefore, 
human nature being what it is, 
not surprising that when Lancelot 
and Guinevere arrived at the 
castle, they found themselves hope- 
lessly in love with each other. 
Now of course that is the story. 
And when we hear Wagner’s great 
opera “Tristan and Isolde” we find 
exactly the same story over again, 
the only difference being that Tris- 
tan was sent to bring Isolde to 


King Mark by ship. Again long 
monotonous days and propinquity 
did their work. Tristan of course 
felt terribly about it. He had 
betrayed his friend. Isolde also 
felt very badly about it. But you 
know, you can’t have grand opera 
without somebody feeling badly, 
and possibly when the Angel Ga- 
briel sizes up things that have 
happened in this world, he will 
forgive Tristan and Isolde just be- 
cause of the immortal music that 
resulted from their yachting flir- 
tation. 


Besides all this, when one really 
gets at the story, this opera was 
written because Wagner was so 
sorry for himself. At Zurich there 
was a rich merchant who had a 
lovely wife. He entertained Wag- 
ner. In modern parlance, Wagner 
fell for the wife. She appreciated 
his love in principle only. She 
loved Wagner for his genius, but 
Wagner just at that time didn’t 
think his genius amounted to much 
anyhow. So finally Wagner took 
a tumble to himself, and retired 
into seclusion, when he wrote what 
is possibly his greatest opera “Tris- 
tan and Isolde.” But let me re- 
peat, it was written on one of 
the strongest motives that in- 
fluences literary and musical pro- 
duction, and that is, the profound 
pity that the author usually has 
for himself. 


cm * * 


But after all, notwithstanding 
all the magic at King Arthur’s 
court, Merlin and the wicked lady 
Morgan Le Fay, our knights of 
today do things that would put the 
magic of that day to shame. Sup- 
pose for instance, Colonel Lind- 
bergh sailed down out of the air 
and landed at King Arthur’s 
Court. That would have been 
magic all right! Lindbergh might 
have given King Arthur a ride 
in his plane over Great Britain. 
What would the King have had 
to say to that? It is a shame, too, 
that Will Rogers and Post instead 
of going to Alaska, could not have 
flown back into the romance days 
of King Arthur. How the King 
would have loved Rogers, and 
how Rogers would have kidded 
the King. And there is Guinevere. 
She might have met Mae West and 
heard some of her stories. The 

(Continued on page 70) 
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Los 
Angeles 
Group 


By JOS. V. GUILFOYLE 


Secretary-treasurer of Southern Cali- 

fornia Retail Hardware Association 

and the United Hdwe. Stores, Inc., Los 
Angeles, Calif. 


most independent hardware 

dealers suffered from declines 
in business and profits. All have 
been working very hard to regain 
that lost business with very little 
success. It was found, in the city of 
Los Angeles and suburbs, that the 
lost sales volume was being dis- 
tributed among the five- and ten- 
cent, chain, auto accessory, drug 
and grocery stores. These stores 
have gained our business through 
house-to-house handbills, shopping 
news and newspaper advertising; 
also attractive and planned win- 
dow displays, clean stores and 
good merchandise with price ap- 
peal. 

In the hardware fraternity, in- 
cluding manufacturers, whole- 
salers and retailers, many mistakes 
have been made and are still be- 
ing made. First, we are not coop- 
erating; second, we are not up to 
standard in newspaper advertis- 
ing; third, our merchandising 
methods cover a great many mis- 
takes and lack modern methods, 
and fourth, dealers are being too 
lenient in extending credit to cus- 
tomers. 

Several years ago a group of 
retail hardware dealers developed 
a plan called the “Eagle Hard- 
ware Stores, Inc., of Cleveland, 
Ohio,” a plan owned and con- 
trolled by hardware dealers. The 
plan has been in operation for 
over two years and has been very 
successful and helpful to all those 
who have cooperated in the hard- 


I the past four or five years 
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ware industry. (See H. A., Aug. 
3, 1933.) 

In previous years hardware 
dealers depended solely upon 
wholesalers and manufacturers for 
advertising material and displays, 
and neglected the most essential 
form of advertising—that of the 
newspapers—or the same method 
used with success by our competi- 
tors. This form of advertising can 
only be accomplished by the indi- 
vidual dealer through collective 
group advertising. 

From the experience of the 
Eagle group of Cleveland we have 
learned that we must study and be 
more alert as to competitive prices, 
that the appearance of our stores 
must be more attractive and that 
our windows must be cleaned and 
trimmed every week. 

Before the last holidays, a group 
of retailers were called to a mass 
meeting in the city of Los Angeles, 
the worst cut-price area in the 
United States, to discuss plans 
used in such cities as Cleveland, 
Pittsburgh, Detroit, Toledo, Akron 
and Louisville. Those at the mass 
meeting were urged to consider a 
similar action in the metropolitan 
Los Angeles area. This appeal was 
backed up by the personal visit of 
a former hardware merchant and 
member of the apparent orig- 
inators of the plan, namely, the 
Eagle Hardware Stores, Inc., of 
Cleveland. There was some doubt 
on the part of the pessimists that 
such a plan would work in our 
local area, which we assume was 
the general pessimistic viewpoint 
in every locality, but after several 





meetings and beneficial discus- 
sions, a non-profit and limited 
corporation was formed under the 
laws of the state of California. The 
officers and directors were elected 
for a year, and the by-laws and 
constitution were ordered drawn 
up. The original plan was to use 
the name “Eagle Hardware Stores, 
Inc.,” but the name “United Hard- 
ware Stores, Inc.,” was selected 
and within two weeks fifty member 
stores were signed up. 


Fifteen-Mile Radius 


All hardware retailers in the 
city of Los Angeles and immediate 
suburban towns within an approxi- 
mate radius of fifteen miles were 
invited to join, with the exception 
of a certain restricted so-called 
“downtown” area adjacent to the 
chain stores, price cutters and de- 
partment stores. The idea back of 
the movement was to keep the buy- 
ing power in the individual com- 
munities and towns. 
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Before the first ad was run, on 
the 3rd of March, 1935, 58 mem- 
bers were selected covering very 
effectively the entire radius re- 
ferred to. In planning the member- 
ship drive a map of the area was 
made up, on which were placed 
colored pins to show the exact lo- 
cation of every hardware store. 
Red pins were used for this pur- 
pose, and as each store became a 
member the pins were changed to 
blue. Therefore, the membership 
and officers could see at a glance 
the area in which there were no 
members and could concentrate on 
that portion at once. 

The officers making up the 
board of trustees are as follows: 
N. D. Van Winkle, president; R. 
J. Harwood, vice-president; Paul 
H. Rompage, treasurer; J. V. Guil- 
foyle, secretary. There are seven 
directors, one for each of the 
seven geographical sections into 
which the total area was divided. 
The board of directors consists of 
the following: Walter A. Story, 
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B. H. Cheney, Leo V. Butler, E. 
B. Wallace, R. L. Perkins, Frank 
M. Thompson and N. N. Sheetz. 

Arrangements were made to 
hold two weekly meetings, one on 
Tuesday.evening for the board of 
directors and officers, and for the 
merchandise committee consisting 
of eight members, and another gen- 
eral meeting on Friday nights for 
the total membership. 


Rotating Committees 


The membership of the mer- 
chandise committee is rotating, 
with a hardware retailer from 
each of the seven areas serving 
one month each and then rotating 
to another member in the same 
area, with an “official pricer” as 
chairman. 

The general meetings on Friday 
nights for all members have been 
vividly attractive and educational 
as they have afforded a wonderful 
interchange of experiences and 
ideas which have proved most val- 
uable. 

Members paid an initial fee of 
$25 and as soon as the advertise- 
ments were started a charge of $3 
per week per member was made 
for the insertion of their name, 
address and telephone number in 
each ad. 

The corporation furnished every 
member with a two-faced porce- 
lain enamel sign on metal hinges. 
These signs were hung by profes- 
sional sign hangers at the expense 
of the corporation. Special two- 
faced price tickets in two sizes 
were provided in quantity and sold 
to members at the cooperative 
quantity price (about one-half the 
usual price). A great many sign- 
making machines were purchased 
at wholesale and sold to members 
at cost, by which means the price 
tickets could appear entirely uni- 
form. 

The merchandise was selected 
by the merchandise committee for 
about four weeks in advance. The 
plan was to purchase all necessary 
merchandise exclusively through 
jobbers. All jobbers were asked 
for quotations and the lowest bid- 
der secured the approval of the 
committee, each member being 
notified weekly (at least three 
weeks in advance) of the merchan- 
dise to be used in the advertising 
copy, the cost, the source of sup- 
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ply and price at which it would 
be advertised. A special section of 
the newspaper ads has been set 
aside and entitled “Extraordinary 
Values.” These items we attempt 
to sell at cost, if necessary, but the 
price has always been attractive 
and as low as any competitive 
price for seasonal merchandise. 
The markup on the majority of 
the advertised items, from the 
first three months’ experience, has 
averaged 26 per cent. It is not the 
intent of this group to cut prices, 
but rather to meet competitive 
prices and yet not be the insti- 
gators. 


A Common Problem 


Each of the three major factors 
of hardware distribution are ac- 
tually interdependent, one upon 
the other. If retail hardware stores 
dwindle in number and sales vol- 
ume so must the number of sales 
and volume of the jobbers and 
manufacturers. Jobbers have been 
ultra-suspicious of the possible 
motives behind this cooperative 
advertising venture, confidently 
feeling among themselves that it 
was just the birth of another di- 
rect-buying organization. This lack 
of confidence has been the greatest 
factor in slowing up the progress 
of the effort. Jobbers have not seen 
fit, with few exceptions, to make 
special price concessions nor to ask 
the factories for special discounts 
on a few items per week, so that 
this saving might be passed on to 
the dealers who are spending their 
money to create volume sales on 
such items. The jobbers have not 
been alert enough to sense their 
obligations and make a strong ef- 
fort to obtain manufacturers’ as- 
sistance in lower prices, occasional 
extra discounts or cooperative ad- 
vertising help. A surprising fea- 
ture in connection with the job- 
bers’ lack of imagination on the 
subject is the fact that they have 
not, to any great extent at least, 
looked upon a venture of this kind 
as a means of disposing of over- 
stocks or closing out obsolete mer- 
chandise at special prices. 

Some experiences of our local 
group might be interesting to 
others. For the past ten weekly ads 
we have averaged about 50 adver- 
tised items each week, which has 
been all together too many. We 
have now decided to have not over 


25 to 30 items per week, with four 
or five “red hot” specials as a 
featured offer, with perhaps stand- 
ard price merchandise and offers 
of cooperative manufacturers who 
pay for their share of advertising 
space, the balance of the ad to be 
made up of seasonal competitive 
items. 

We have had additional valu- 
able experience to the effect that 
members should agree, in their 
application agreement for mem- 
bership, to buy at least a fourth 
dozen samples of all advertised 
items. Members should be made 
to prepare, in advance, proper 
weekly window and store displays. 
It is apparently wise to have man- 
datory rules, with violators being 
fined. The name of the coopera- 
tive group and any trademark 
should be very prominently dis- 
played on all buildings and used 
similarly in all advertisements. 
Store fronts should all be in a 
uniform color. Membership at- 
tendance at weekly meetings 
should be mandatory. Members 
should not be permitted to accept 
any substitutions on merchandise 
offered by jobbers or suppliers. 
Very important data could be pro- 
vided if all members kept accurate 
weekly sales records. One of the 
most important items making 
either for success or the delay of 
such success is the relation of and 
understanding between retailers 
and jobbers. 

Special low-cost merchandise 
must be featured at attractive 
prices in every advertisement and 
never to exceed a total of 39c. re- 
tail, using, preferably, 3c., 4c., 7c., 
9c., 1le., 13c., 17c. and 19c. items. 

Contrary to the assumption that 
one group of dealers in a metro- 
politan major city, so organized, 
would be harmful to other hard- 
ware retailers in the same com- 
munity, it has been found that the 
advertising of hardware and house- 
wares items each week, urging the 
public to buy at their nearest hard- 
ware store, has increased the sales 
volume of even non-members. 

The principal reason for this 
cooperative advertising plan is: 


First—Increased store traffic. 

Second—Increased sales volume. 

Third—Increased consumer interest. 

Fourth—Making the public “hard- 
ware store conscious.” 

Fifth—To shop and buy in your own 
neighborhood. 
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The Government’s plan brings elec- 
trical appliances to the great farm 
market. 





EINCORPORATED and re- 
R organized to give its oper- 
ations a national scope, 
the Electric Home and Farm Au- 
thority has begun the financing of 
retail sales of electrical and 
plumbing equipment and appli- 
ances in cities and in rural areas. 
The rural operations of EHFA, 
which previously operated only 
under the Tennessee Valley Au- 
thority, will tie in closely with the 
Rural Electrification Administra- 
tion for financing the construction 
of power and light lines into ter- 
ritory now without electric ser- 
vice. 

Indicative of the wide market 
made available to the retail hard- 
ware trade throughout the country 
is the EHFA estimate that in rural 
areas alone direct and indirect 
sales in the next few areas, due to 
operations of REA, will total more 
than $350,000,000. Representa- 
tives of government and industry, 
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Government's Revised Plan for Electric Home and Farm 
Authority and the Rural Electrification Administration 
More Liberal and Simple in Operation. Figures Show 
Widespread Need for Running Water, Electric Lights, 
Sanitary Plumbing, etc., Throughout the Country. 


By L. W. MOFFETT 


Washington Representative of HARDWARE AGE 


cooperating in the plan, think that 
it is possible that as many as 
1,000,000 rural homes can _ be 
electrified in that period. This 
estimate includes the probable 
construction by private utilities 
with their own funds and by public 
agencies with non-federal funds. 
On the basis of 1,000,000 homes, 
equipment and appliances have 
been estimated as follows: Wiring 
and lighting, $80,000,000; water 
pumps and water supply equip- 
ment, $50,000,000; plumbing and 
sanitary equipment, $30,000,000; 
appliances — house and _ farm, 


$209,000,000. 


Some sales will be made on a 
cash basis. Others will be financed 
through existing private agencies 
furnishing consumer credit, with- 
out the intervention of government 
loans. Under the plan of opera- 
tion contemplated, EHFA will seek 
to avoid or minimize disturbance 
of these private financing agencies 
and of the merchandizing agencies 
as well, it was pointed out. En- 
couragement will be given, how- 
ever, to the improvement and co- 
ordination of selling methods. 

Before plans were made for 
prospective sales and financing in 
rural areas, conferences were held 
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by Morris L. Cooke, REA Admin- 
istrator, and other officials of REA 
and EHFA with representatives of 
industry. Private concerns repre- 
sented in these conferences include 
such organizations as the General 
Electric Co., the Westinghouse 
Electric & Mfg. Co., General 
Motors Corporation, the National 
Association of Master Plumbers 
and a number of the larger pri- 
vate electric utilities. 

The reincorporation of EHFA 
was under the laws of the District 
of Columbia. It was originally in- 
corporated under the laws of Del- 
aware. 

The Authority, having borrow- 
ing power in addition to its small 
capital, will lend money for pur- 
chases of such electrical appli- 
ances as ranges, refrigerators, 
farm machinery, water heaters, 
milk coolers, utility motors, wash- 
ing machines, radios, and for sani- 
tary equipment and other supplies 
to modernize the farm and relieve 
the agricultural community of 
much of its present drudgery. 

President Roosevelt has author- 
ized the REA, a part of the $4,- 
000,000,000 works relief program, 
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to make loans to private utilities 
and cooperative organizations, as 
well as to states and municipali- 
ties. Rules and regulations for 
electrification set up in an execu- 
tive order provide that not less 
than 25 per cent of expenditures 
for such projects shall be paid for 
labor. Wages will be set by REA 
and will correspond to those ef- 
fective in communities in which 
work is done. Mr. Cooke said that 
every effort will be made to draw 
90 per cent of the workers from 
relief rolls. 

No provision is made in the reg- 
ulations for grants. For this rea- 
son all of the $100,000,000 in the 
possession of the REA will be 
available for loans. Loans may be 
made for the entire cost of the 
projects. This contract with the 
45 per cent limit prescribed by 
PWA. 

“Although about 95 per cent of 
the electric utility industry in the 
United States is privately oper- 
ated, there will not be a corre- 
sponding division beforehand of 
REA funds,” REA has announced. 
“There will be no arbitrary di- 
vision whatever. Funds will be 
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made available to public and pri- 
vate agencies in whatever propor- 
tion each group submits sound 
projects and submits them proper- 
ly. A preference will be accorded 
to the applications of public 
bodies and farm cooperatives.” 

It was announced that REA 
will make self-liquidating loans, 
normally for 20 years and normal- 
ly at 3 per cent with the same 
terms contemplated for all classes 
of borrowers. 

It is intended that purchases of 
house wiring, appliances and sani- 
tary equipment shall be made on 
an easy payment plan. Install- 
ments probably will be payable 
monthly. Payments probably will 
be spread over the useful life of 
the appliances and equipment, and 
over a long period for wiring, the 
interest charge to be kept down to 
3 per cent. 

REA does not plan to have any 
state or regional organizations. 
All authorizations for project 
loans will come from Washington. 
All correspondence relating to in- 
quiries and projects should be ad- 
dressed to Rural Electrification 
Administration, 2000 Massachu- 
setts Avenue, Washington. 

The promise of broad develop- 
ment of the program is indicated 
by national surveys which disclose 
that of the 30,000,000 persons in 
this country dependent on agricul- 
ture for their living: 

73 per cent must carry water 
from wells or other sources of 
supply; 

77 per cent have to get along 
with outdoor toilets; 

93 per cent have neither bathtub 
nor shower; 

76 per cent are dependent upon 
kerosene or gasoline lamps; ap- 
parently about 10 per cent either 

(Continued on page 67) 
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Heyer & Jeffords Give the Public 





something to Shoot At 


and their Gun and Ammunition Sales for Six Months 


HE Heyer & Jeffords 
Hardware Company at Fort 
: Atkinson, Wis., held a 
shooting exhibition right in the 
hardware store, and ‘since they 
pulled off the event last Febru- 
ary they sold more guns and am- 
munition within six months than 
they had in any four years previ- 
ous. For out of this show grew 
the Heyer & Jeffords gun and 
rifle clubs which have been great 
customers. Besides, always akin to 
the shooting and hunting inter- 
ests is fishing and other outdoor 
sports, so sales in the kindred 
lines also increased. 
It was the idea of Lyman J. Jef- 


The Fort Atkinson Boys Rifle 
Team is evidence of the interest 
in shooting. Right: The girls 
of Fort Atkinson will not be 
outdone in shooting. Here they 
are at Heyer & Jeffords’ range. 


exceed those of any four previous years. 


fords, the store manager, that so 
inspired the Fort Atkinson dis- 
trict, both town and country, with 
interest in shooting and good- 
marksmanship. He believed that 
it was possible to turn the hard- 
ware store into a shooting gallery 
for a single night, so he planned 
accordingly. First, the Peters 
Cartridge Company agreed to 
send Lane W. Johnson, expert 
marksman, to be the main attrac- 
tion. Then, on the appointed day, 
counters and merchandise were 
moved well to the sides to make 
a clear center. Targets backed by 
steel plates were set up in the 
rear end of the store. Tiered 













seats were borrowed from the lo- 
cal athletic association, and these 
were ranged against the side walls. 
So, all comers were able to see 
Johnson perform at fancy shoot- 
ing with a 22 calibre rifle at a 
target distance of 25 ft. Hold- 
ing a shooting exhibition in a 
hardware store was something 
unique in Fort Atkinson, and the 
result was an attendance of 250 
sport-minded men and boys. An 
added attraction for the evening 
was moving pictures of wild life 
and the great outdoors. 
Immediately after the show was 
over, Mr. Jeffords suggested the 
organization of a men’s rifle club. 
The basement of the store was 
offered them, rent-free, for their 
club room and gallery. Enroll- 
ment for membership came rapid- 
ly. And once this adult organ- 
ization was perfected, the enter- 
prising hardware man went after 
the boys while Fort Atkinson’s 
chief of police agreed to be their 
head and instructor. The picture 
























This enthusiastic crowd was photographed at Heyer & Jeffords’ store, Fort Atkinson, Wis., during a shooting exhibition. 


of the Junior Club as shown 
here is enough to indicate the in- 
terest stirred up. Finally some 
of the young women organized for 
rifle practice, and now there is 
scarcely a night in the week that 
there is no activity in the hard- 
ware basement. 

Now that the three rifle clubs 
are going concerns, Mr. Jeffords’ 
hard work as an organizer is over. 
Neither does he hold any official 
position with any of the groups. 
Sufficient it is for him to sell the 
guns and the ammunition that the 
new interest demands, and to open 
the door to admit the club mem- 
bers on all the practice evenings. 
Mr. Jeffords can show how the 
sheet iron backing for the tar- 
gets has been dented by thousand; 
of bullets, mute evidence of only 
a small part of the increased de- 
mand that the show in the store 
last February has brought about. 

Each of the three rifle clubs 
elects its own officers and is guided 
by strict by-laws. Each one pres- 
ent in any meeting must sign a 
register which is kept open on a 
small table. Firing line rules and 
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regulations are conspicuously 
posted. A blackboard is up for 
score keeping, and for diagram 
drawing when lessons are in order. 
Members are not only trained to 
shoot straight. Besides they are 
taught proper gun handling, gun 
mechanisms, and other details. 
There are contests among mem- 
bers within a club, and other con- 
tests between the clubs. 

Before Mr. Jeffords became a 
hardware merchant, he had been 
in school work. Having taught, 
he says he realized how much idle 
time boys and girls really have 
on their hands. It was this knowl- 
edge that induced him to get the 
boys in on the rifle club deal. The 
superintendent of schools was 
helpful inasmuch as he endorsed 
the idea as a worthy project. On 
a few important afternoon events, 
boys were excused from class so 
they could join the older groups. 
Hence, everything runs smoothly 
along for the plan born in the 
hardware store. 

“It isn’t everyone after work 
hours that wants to go bowling, 
billiard playing, card parties and 


what not,” says Mr. Jeffords. 
“For a lot of people, in any fair- 
sized town or city, practice with 
a rifle would be ideal sport. That’s 
the way it is here, and Fort Atkin- 
son is not so much unlike all the 
other little cities in the country.” 

Organization of the rifle clubs 
has taught safety with firearms. 
Members know now how a gun 
should be handled whether it be 
used in quick-fire emergencies, or 
in the field while hunting game. 
The chief who heads the Junior 
Club believes that with such rifle 
organization as Fort Atkinson 
boasts, that the city has the finest 
protection possible if bandits 
should endeavor to stickup the 
place. 

And the fact remains, that the 
rifle club interest has very notice- 
ably increased sales of guns and 
ammunition for the hardware 
store. No doubt, the good influ- 
ence has reached into other lines 
also, because of the publicity the 
club work has afforded. Now, it 
is common for the Heyers-Jeffords 
Hardware Store to be breaking 
into the news cclumns. 














Time to Warm Up Colors 
tor Fall Window ‘Trims 


HIS is not only the time, cae orange and black decorative 
but the opportunity to get 


a lot of warm and appealing 
color into your window displays 
for the fall and winter seasons. 
Window trimmers know that as 
the cold months of the year ap- 
proach, colors are chosen that 
suggest warmth. Reds, browns, 
tans, etc., are now your best bet 
to strike a responsive chord in the 
minds of your public. 

In the offing is Halloween with 
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NOTHING 


‘SPOOKY’ 


ABOUT THESE 


HALLOWEEN 


a helping hand to the window . 
trimmer at this time, and a little 
thought will enable you to select 
merchandise with the right color 
tones to blend -and/or contrast 
with the general schéme. 

The suggested arrangements 
prepared by our rtist-display 
man utilized the HARDWARE AGE 
interchangeable display fixtures. 
The small illustrations show the 
arrangement before the merchan- 
dise is introduced, so that. those 
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This display won $100 for J. Bouchart of the San Jose Hardware Co., San Jose, 
Calif., in a contest sponsored by the Edison Electric Institute. It was awarded 
first prize among all kinds of retail store display not including department 
stores and Public Utilities, which groups had their own contest. The hands of 
the clock rotate and emphasize the point that electrical goods save time and 
that at any hour of the day the speed, comfort and convenience of electric. 
table appliances may be enjoyed at low cost. Mr. Bouchart reports that this 
display helped increase the sale of all electrical appliances for the store. 


who have sent for the instruction 
sheet telling how to build these 


fixtures may quickly set them up 
in their windows. 
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ADVANCES BECOMING EFFECTIVE 


Calf Leather 
Pig Lead and Lead Products 
Hexagon Head Cap Screws 
Inside Upper Leather 


DECLINES BECOMING EFFECTIVE 
Linseed Oil 


Copper Rivets 


NEW PRICING PLAN EFFECTIVE 


Wire Screen Cloth 


Soldering Coppers 


September 
12th 
1935 


ADVANCES BEING ANTICIPATED 


Prepared Roofing 


A completely changed set-up 
on wire screen cloth was issued by 
manufacturers on Aug. 19. The fol- 
lowing base prices apply to standard 
widths 18 to 48 inches. The extras 
for narrower or wider than standard 
widths, and for smaller than stand- 
ard mesh, are also given. 


Black Painted, 12 mesh, $1.75 per 
100 sq. ft. Extras: 12 to 16-in. widths, 
30c., and 54 to 72-in. widths, 60c. 
(This type of wire screen cloth is only 
made in 12 mesh. 


Galvanized, 12 mesh, $1.90 per 100 
sq. ft. Extras: 14 mesh, 38c.; 16 
mesh, 75c., and 18 mesh, $1. 13. Ex- 
tras on narrow widths, i2 to 16 in.: 
12 mesh, 30c.; 14 mesh, 68c.; 16 mesh, 
$1.05, and 18 mesh, $1.43. Extras on 
wide widths, 54 to 72 in.: 12 mesh, 
60c.; 14 mesh, 98c.; 16 mesh, $1.35, 
and 18 mesh, $1.73. 


14 mesh, bright, $4.75 per 
Extras: 14 mesh, antique 
16 mesh, bright, 25c.; 
antique dark, 40c.; 18 mesh, bright, 
75c., and antique dark, 90c. Extras 
on narrow widths, 12 to 16 in.: 14 
mesh, bright, 30c.; antique dark, 45c.; 
16 mesh, bright, 55c.; antique dark, 
70c.; 18 mesh, bright, $1.05; antique 
dark, $1.20. Extras on wide widths, 
54 to 72 in.: 14 mesh, bright, 60c.; 
14 mesh, antique dark, 75c.; 16 mesh 
bright, 85c.; antique dark, $1.00; 18 
mosh. bright, $1.35; and antique dark, 


Brovrze, 
100 sq. ft. 
dark, 15c; 


Copper, 14 mesh, bright, $4.50 per 
100 sq. ft. Extras are same as given 
above for bronze cloth. 


These base prices are subject to 
change without notice, and it is 
understood that they are not in- 
tended to be the ‘opening prices for 
the 1936 season. Freight is allowed 
to points on or east of the Missis- 
sippi River, and to the river on 
shipments to points West. 

* * «# 


An interesting feature of the 
foregoing screen cloth change is the 
establishing of a standard list of 
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Shellac 


extras governing the widths 16 inch 
and narrower, also 54 inch and 
wider. Discounts are provided on 
a sliding scale for both retail and 
jobbing quantity buyers as follows: 


Black or Galvanized Cloth 


to 24 full rolls, Base. 

25 to 49 full rolls......... 
50 to 149 full rolls......... 
150 to 499 full rolls........... ’ % 
500 rolls to less than 1 carload.... 17% 


~ 


1 carload to less than 3 carloads 19% 
3 carloads or more.............. 20% 
Bronze and Copper Cloth 
Less 
1 to 65 full rolls, Base. 
SO GS Ge. a vcevccececee 
20 to 49 full rolls .......... 
50 to 199 full rolls .......... xe 
200 to 499 full rolls .............. 14 
500 rolls to less than 1 carload.... 15% 
1 carload to less than 2 carloads. 17% 
2 carloads or more............0. 18% 








OW>d the 


The Irwin Auger Bit Co., Wil- 
mington, Ohio, reports that its plant 
has been working practically at full 
capacity since Aug. 1, 1934, and that 
sales of Irwin auger bits for the first 
six months of 1935 are greater than 
for any other six months’ period in 
the company’s history. Sales for 
the first six months of this year were 
more than a million bits more than 
for the same period of last year. 
The company attributes this growth 
to its policy of distribution through 
the wholesaler-retail channels ex- 


clusively. 
* * * 


Hexagon head cap screw 
prices have been advanced 20 per 
cent (from 87144 per cent base to 
85 per cent base) canceling the 
like decline which went into effect 
late in April. Prices remain un- 
changed on set screws, and on the 
less common fillister head and flat 
head cap screws. 


=» @ «@ 


Linseed oil dropped another 
3 cents per gallon on Aug. 21. With 
the exception of a strong market on 
shellac, other materials in the paint- 
ers’ field are steady. Early fall 
sales of house and barn paints are 
better than usual, and dealers ex- 
pect a continuance of the trend 
toward “dressing up” properties, 
both outside and inside. 
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Makers of sprinklers and 
hose accessories are said to be work- 
ing on new catalogs and price 
sheets. which will probably be ready 
for issue very soon. 

* & 


Advance sales for 1936 on 
lawn mowers are reported by some 
jobbers as remarkably good for so 
early a start. Stocks of mowers, 
as well as grass catchers, grass 
hooks and shears, and scythes, have 
been thoroughly cleaned out by the 
good sales of the past season—the 
best for many years. The stage is 
set for heavy orders on all of these, 
when prices are announced. 

* * * 


Household washing machine 
shipments in July totaled 109,475 
units, 25 per cent over the like 1934 
month, and 16 per cent above June, 
according to the manufacturers’ as- 
sociation. This is a reversal of the 
usual summer decline in sales. 
Electrical washers numbered 93,815 
units. while gas - engine models 
totaled 15,660—the latter a remark- 
able increase of 115 per cent over 
July, 1934. Ironer shipments for 
the month reached 10,737, against 
9562 a year ago. 


* & 


A wide reach of abnormally 
cool weather at the end of August 
has emphasized, in the hardware 
stores. that fall is here, and the 


NOV 
DEC 


Percent of Increase or Decrease in 1935 Wholesale 
Hardware SALES as Compared With Corresponding 
Months of 1934. (National Averages.) 
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complexion of stocks and displays 
has changed rapidly to meet the 
early season. Carry-overs from last 
year as a rule have been light, and 
it is not surprising that a number 
of stores were caught short, due to 
late ordering, or to specifying de- 
ferred shipping dates. However, 
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there was sufficient prevalence of 
advance buying by forehanded 
wholesalers and by their retail cus- 
tomers, to put stocks generally into 
fair shape to withstand the early 
rush. The unusually complete 
clean-up of summer stocks also has 
had its effect in encouraging dis- 





WHOLESALE HARDWARE COLLECTIONS 


CHICAGO—The per cent of change 
from July last year in wholesale 
hardware accounts outstanding was 
minus 3.6 per cent; colleccions were 
plus 28.1, and the ratio of accounts 
outstanding to net sales was 189.2 
per cent. 


ST. LOUIS — General collections 
during July maintained the high 
rate noted earlier in the year. Rep- 
resentative interests reported on 
July collections as follows: Fair, 
40.0 per cent; good, 50.7 per cent; 
excellent, 2.3 per cent, and poor, 7.0 
per cent. 


PHILADELPHIA — The ratio of 
wholesale hardware collections to 
receivables was 43 per cent in July, 
1935, was 46 per cent in June, 1935, 
and was 39 per cent in July, 1934. 


ATLANTA—The percentage of the 
accounts and notes receivable out- 
standing at the first of July which 
were collected during the month 
was 35.5 in July, 1935; 38.0 in June, 
1935, and 31.9 in July, 1934. 


SAN FRANCISCO—The percent- 
age of wholesale hardware collec- 


NOV 
DEC 


tions during July to the total 
amount due from customers (out- 
standing) on first of month was 
44.0 per cent in July, 1935, and 
37.8 per cent in July, 1934. 


DALLAS—tThe ratio of wholesale 
hardware collections during July to 
accounts and notes outstanding on 
June 30, 1935, was 42.4 per cent. 


KANSAS CITY — Wholesale hard- 
ware outstandings on July 31, 1935, 
as compared to June 30, 1935, were 
minus 14.2 per cent, and as com- 
pared with July 31, 1934, were 
minus 14.6 per cent. The amounts 
collected in July, 1935, as compared 
to June, 1935, were plus 10.3 per 
cent, and as compared with July, 
1934, were plus 8.7 per cent. 


NEW YORK — The per cent of 
wholesale hardware charge ac- 
counts outstanding June 29, 1935, 
collected in July was 45.9 per cent 
in 1934, and 47.4 per cent in 1935. 


RICHMOND — The percentage of 
July 1, 1935, wholesale hardware 
receivables collected during the 
month was 41.8 per cent. 





Percent of Increase or Decrease in 1935 Wholesale 
Hardware STOCKS as Compared With Corresponding 
Months of 1934. (National Averages.) 


*Indicates decrease of 0.01 ver cent. 


**Indicates decrease of 0.7 per cent. 
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tributors toward more liberal pro- 
vision for fall. 
* * * 

Wholesalers report many 
situations of unexpected shortage or 
delay in seasonable shipments, on 
the part of manufacturers, whose 
supplies were figured too con- 
servatively, or who underestimated 
the demand. Heating stoves and 
accessories are an example, with 
leading jobbers reporting advance 
sales better than for any year since 
1929, and supplies coming in very 
slowly from a number of makers, 
even on orders placed many months 
ago. A real dearth of skilled and 
semi - skilled workmen for factory 
operations is handicapping produc- 
tion in many lines, and mills find 
it impossible to step-up their output 
quickly enough to care for the in- 
creased business. 

* * * 

A fine call is reported for 
house-furnishings, particularly for 
kitchen wares and the more popular 
electrical appliances. Sales of 
school supplies, including lunch kits 
and vacuum bottles, are very lively, 
and cleaning or janitor sundries— 
mops, brooms, polishes, soaps, 
brushes, and rubbish burners—are 
selling well ahead of last Septem- 
ber. 


oe © §$ 


Despite good ordering of axes 
last spring, current demand is open- 
ing up better than last year. Other 
heavy tools—picks, mauls, sledges 
and wedges—are moving normally 
with some makers talking “higher 
prices.” Home and workshop tools 
are slowly improving in sales, with 
the stress still on the popular-priced 


numbers. is bias 


Sales of ice-cooled refrigera- 
tors, despite the growth in demand 
for electric refrigeration, gained 
35.3 per cent in volume and 44 per 
cent in dollar value, for the year 
ended July 31, over the preceding 


year. » ea 


On plumbing supplies, in- 
cluding even the major items, a 
most satisfying demand is reported. 
The line has been so simplified, 
cataloged and priced by many hard- 
ware wholesalers, as to make selling 
easy even for hardware stores just 
entering the field, and carrying 
‘limited stocks. There have been no 
recent price changes, but the market 
is strong, and advances are con- 
sidered possible. 

* * * 


The American Hide & 
Leather Company recently marked 
up prices of calf leather a full cent 
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per foot, which represents an ad- 
vance of 3 to 5 per cent over prices 
previously prevailing. There is also 
an upward revision of 4% per cent 
foot on inside upper leather of vari- 
ous grades. This results from con- 
tinued strength in the market for 
hides. 
* * 

Production of lumber, as re- 
ported by 621 mills for the week 
ended Aug. 10, totaled 218,176,000 
feet, and new business booked, 193,- 
999,000 feet, according to reports 
to the National Lumber Manufac- 
turers’ Association. While produc- 
tion made an advance of approx- 
imately 1 per cent over the preced- 
ing week, new business dropped 
about 7 per cent. Lumber prices 
have been showing a number of 


advances. 
* * * 


The Portland cement industry 
in July produced 8,021,000 barrels, 
shipped 7,813,000 barrels from the 
mills, and had in stock at the end 
of the month 23,291,000 barrels. 
Production showed a decrease of 1.5 
per cent and shipments a decrease 
of 1.1 per cent, as compared with 
July, 1934. Stocks at mills were 
6.6 per cent higher than a year 
ago. The outlook, however, is 
better for all building materials. 
According to the Standard Statistics 
Company, building contract awards 
during the first two weeks of August 
made the best comparative showing 
thus far this year, running 56 per 
cent above those for the like period 
a year ago. Residential contracts 
increased 120 per cent. 

* & 


Quotations on competitive 
prepared roofing are very low, and 
seem due for an increase at their 
next change. Present values are 
bringing unusually large sales, on 
the mica-surfaced and talc-surfaced 
roll roofings. Sales are active at this 
season on coated “storm” paper, and 
on cord-reinforced waterproof Kraft 
building papers. These are used 
for the winter lining of sheds or 
barns, and as coverings for screen 
doors, to convert them into make- 
shift storm doors. Another grow- 
ing demand is as a temporary pro- 
tective cover for outdoor piles of 
grain or materials. 

t+ * 

~ Copper belt rivets and burrs 
were reduced on Aug. 26, 1 cent 
per pound, by some of the larger 
makers. This market has been af- 
fected for some time by scattered 
concessions due to competition. 
Soldering coppers have been marked 
up 4% cent per pound, restoring the 


quotations in effect prior to the 
early summer decline. 
* * # 


The advance on cotton twines 
recently reported does not appear 
likely to “take” fully with the better 
buyers. Little business, if any, is 
being placed at the increase, and, 
with the late weakness in the cotton 
market, there is a definite trend 
toward lower figures. 

* * * 


On floor mop heads and dish 
mops, while manufacturers have 
held prices steady for several 
months, they report that low grade 
waste, from which these are made, 
is very scarce. A shortage was 
created by automobile manufac- 
turers using for batts so much of 
the material which formerly went 
into mops. High grade waste has 
never been in such great demand as 
now. For this the processing tax 
is blamed. Cotton mills which be- 
fore have never used anything but 
virgin cotton are now using a cer- 
tain percentage of selected wastes. 
This has raised the prices on some 
wastes to a level actually above cot- 
ton quotations. Despite these ad- 
vances on waste, strictly virgin 
cotton cannot be used in mops, for 
the processing tax would bring raw 
material costs to a prohibitive level. 
For this reason today’s cotton mop 
prices are rather high, with no pros- 
pect of an early decline. 

* * * 


Bank clearings again show a 
very large gain. The total for the 
22 leading cities in the United 
States for the week ended Wednes- 
day, Aug. 28, as reported by Dun 
& Bradstreet, Inc., was $4,555,636,- 
000, an increase of 25.5 per cent 
over a year previous. The large 
gain was due, in part, to the very 
poor figures of August, 1934, the 
lowest then for several years. How- 
ever, clearings for August, 1935, 
were the highest for that period in 
any year back to 1931. 

* * * 


New passenger car sales in 
the United States during July 
reached a total of 285,195, accord- 
ing to R. L. Polk & Co. This rep- 
resents an increase of 24.54 per 
cent over July, 1934, and 1.72 per 
cent over June, 1935. For the first 
seven months of this year, the sales 
are reported as 1,747,135 cars, 
against 1,224,561 in the same 
months of last year. Truck and 
commercial car sales in July gained 
36.68 per cent over July, 1934, and 
6.22 per cent over June, 1935. 

(Continued on page 83) 
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Putting Your Assets in 
Another Persons Name 


By ELTON J. BUCKLEY 


Counsellor-at-Law 


ARDLY a week passes but 
H somebody comes to me and 

asks whether, in order to 
avoid his creditors, he cannot put 
all his assets in his wife’s name 
or in somebody else’s name. The 
popular idea seems to be that if 
at the time your creditors come 
down on you, everything is out of 
your hands, the creditors wouldn’t 
have a look-in as to what you 
recently had and what you did 
with it. 

I tell all these inquirers the 
same thing, viz.: Even if you are 
insolvent, there is nothing to stop 
you from transferring your assets, 
if you do it for money or other 
valuable consideration. The man 
who sells a $5,000 house for 
$5,000 cash hasn’t transferred his 
assets at all; he has merely 
changed their form. His creditors 
have as much to go after as they 
had before. But when he trans- 
ferred his $5,000 house for 
nothing, his creditors are defeated 
and defrauded to that extent. 
Therefore, you cannot give away 
your assets if you are insolvent— 
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you can only sell them. Trans- 
ferring them without consideration 
would be an idle gesture if your 
creditors are at all wide-awake. 

I have a case before me which 
shows how this works (176 Atl. 
119.) Up in Vermont a man 
named Hyatt owned a _ business. 
It wasn’t in very good financial 
condition, and fearing an attack 
by creditors, he made out a bill 
of sale of the whole thing to his 
son. He said it was to pay the 
son for services rendered. The 
father and son lived together and, 
of course, there was no change in 
the possession of the business and 
its assets; they stayed exactly 
where they were. And the father 
continued to run the business just 
as before. The only change that 
occurred was that after the trans- 
fer, tax bills on the real estate 
went to the son instead of the 
father. 

The business got worse and 
finally a creditor of the father 
sued on an unpaid account and 
got judgment. He then proceeded 
to levy on the assets of the busi- 


ness. Promptly the son protested. 
“You can’t do that,” he said. 
“The business is mine, for my 
father gave me a bill of sale for 
it several months ago.” On this 
issue the case got into court. The 
question was, who is the real 
owner of these assets? Did the 
son get a good title under the bill 
of sale or are they still the father’s 
property and subject to the debts? 
The court held they were the 
father’s. Listen to the court’s rea- 
soning :— 

No matter how honest the trans- 
action may be in point of fact, the 
continuance of the seller in posses- 
sion after the sale renders it fraud- 
ulent per se and void against his 
creditors. The requirement that a 
buyer shall take and retain posses- 
sion in order to protect the sale 
against the seller’s creditors is a 
rule of public policy, the object 
being to prevent fraud by removing 
the temptation to commit it. There 
are certain general requirements re- 
specting the change of possession 
which must be present in order to 
make it sufficient. It must be open, 
visible, unequivocal, exclusive, con- 
tinued—such as to apprise the com- 
munity, or those accustomed to deal 
with the seller, of the fact that he 
has ceased to be the owner of the 
property. The buyer must at his 
peril see to it that he so conducts 
himself with the property as to in- 
dicate to an observer by the appear- 
ance a change in ownership. Actual 
possession and beneficial use of the 
property by the seller after the sale 
are inconsistent therewith, and are 
conclusive evidence against it so far 
as the rights of creditors are con- 
cerned. Although it does not follow 
that the buyer may never thereafter 
with safety permit the seller to have 
to do with the property, yet, if the 
buyer perfect his title against at- 
tachment by the seller’s creditors, 
he must retain actual and exclusive 
possession of the property for a pe- 
riod sufficient to render his posses- 
sion and ownership notorious and 
well understood in the neighbor- 
hood. Finally it is essential that 
the facts relied upon as showing 
possession in the buyer shall be un- 
equivocal. When the control and 
use of the property by the seller 
and buyer are so confused and 
mixed as to leave the question of 
possession uncertain, the sale can- 
not be sustained against an attach- 
(Continued on page 84) 
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PROGRAM ANNOUNCED 
FOR S. CAL, MEETING 


On page 33 of the Aug. 29 
issue of Harpware ACE is an 
announcement of the 4th semi- 
annual hardware Conference of 
The Southern California Retail 
Hardware Assn., Ltd., at the U. 
S. Grant Hotel, San Diego, Cal., 
on Friday, Sept. 27. 

The speakers and their sub- 
jects as announced by J. V. Guil- 
foyle, secretary-treasurer of the 
association, will be: Ralph W. 
Ferguson, local manager of I. 
G. A., “How Independent Groc- 
ers Met and Defeated Chain 
Competition”; Erroul Shour, at- 
torney for So. Cal. Retail Drug 
Assn., “How Independent Drug- 
gists Fought Sales Below List 
Prices”; B. J. Badham (presi- 
dent of Hoffman Hdwe. Co.), 
for So. Cal. Hardware Jobbers, 
“The Hardware Jobber’s Part in 
Recovery of Volume and Profit”; 
C. H. Williams, president of 
Plomb Tool Co., “What Must 
Hardware Manufacturers Give 
To and Expect From Hardware 
Retailers?”; Paul H. Rompage, 
director and treasurer of United 
Hardware Stores, Inc., “What 
Cooperative Newspaper Adver- 
tising Has Accomplished for the 
United Hardware Stores of Los 
Angeles”; Col. Wm. H. Evans, 
supervisor, So. Cal. District of 
FHA, “Produce More Sales and 
Profit by Utilizing NHA Funds”; 
Edward A. Bradley (E. A. B. 
Paint Co.) for Paint Manufac- 
turers, “Suggestions as to How 
to Sell More Paint at a Profit.” 

G. W. Green, Long Beach, di- 
rector of NRHA, “Outside Sell- 
ing, Reaction and Data”; R. H. 
Westbrook (Franzen Hdwe. Co., 
Riverside, Cal.), lst vice-presi- 
dent of Assn., “What New Lines 
of Merchandise Are Profitable”; 
C. C. Baker, president, Inde- 
pendent Retailers’ Tax Protec- 
tive League, “The New Cali- 
fornia Chain Store Tax Law and 
Future”; J. V. Guilfoyle, sec.- 
treas. of Assn.. “No More 
Secrecy — Demand License of 
American Institute of Fair Com- 
petition”; Hayden Robertson, 
Berger Hdwe. Co., San Diego, 
“Merchandising for Profit via 
Stock Turn and Margins”; 
Henry Provost, Nat. Hdwe. & 
Variety Co., L. A., “Buy Right 
and Sell Right to Meet Competi- 
tion”; and R. B. Isner, Long 
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J. V. GUILFOYLE 


Beach, Cal., Assn. Pres., “The 
Power of Working in Unison and 
Harmony.” 


BROOKLYN HDWE. ASSN. 
OUTING, SEPT. 18 


The dutch treat stag hard- 
ware outing of the Brooklyn 
Hardware Assn. will take place 
at Jones Beach, Wednesday, Sept. 
18. There will be golf, swim- 
ming, horseshoes, races, games, 
and prizes, donated by manufac- 
turers, will be awarded. Dinner 
will be served at Sunrise Rest on 
the Sunrise Highway, Wantagh, 
L. L, at 7 P. M. 

Tickets, including dinner, are 
$2.00. For tickets, address R. A. 
Atkinson, 4 Ralph Ave., Brook- 
lyn, N. Y. Private cars will 
leave Ralph Ave. & Broadway 
at 10 A. M. H. A. Cornell is 
chairman of the hardware out- 
ing committee. 


H. A. SOMMERS REJOINS 
SALEM CHINA CO. 


H. A. Somers has reaffiliated 
himself with the Salem China 
Co., Salem, Ohio, and will be 
in charge of the new Chicago 
office and display room recently 
opened by the company. Mr. 
Somers is widely known among 
the trade in and around Chi- 
cago. 

The new office will be open 
at all times, and is located at 
1488 Merchandise Mart; tele- 
phone Superior 7955. 





REORGANIZED ELECTRIC HOME AND FARM AUTHOR- 
ITY NAMES OFFICERS AND OUTLINES FUTURE POLICY 


The reorganized Electric Home 
and Farm Authority has elected 
the following officers: Morris L. 
Cooke, Administrator of Rural 
Electrification, president; Max 
O’Rell Truitt, solicitor of the 
Reconstruction Finance Corpora- 
tion, general counsel; William A. 
Weaver, treasurer, and A. T. 
Hobson, secretary. G. D. Mun- 
ger continues as commercial 
manager. 

The operations of EHFA will 
be directed by a board of nine 
trustees. The trustees are Mr. 
Cooke, Gladding B. Coit, George 
R. Cooksey, Thomas G. Corcoran, 
Sam Husbands, John K. McKee, 
Emil Schram, Mr. Truitt, and 
Morton Macartney. 

The EHFA headquarters office 
is at Chattanooga, Tenn. For 
the present at least a fiscal office 
will be maintained at the offices 
of the RFC, 1825 H St., N. W., 
Washington, D. C., and an in- 
formation office at the REA, 2000 
Massachusetts Ave., Washington, 
a Cc 

Operations of the Authority, 
limited heretofore to the States 
of Alabama, Georgia, Mississippi 
and Tennessee, will embrace the 
entire country. 

Electrical farm machinery, 
electric appliances and plumbing 
equipment, the purchase of which 
will be financed by EHFA, will 
continue to be distributed 
through _ existing channels. 
EHFA makes no direct loans to 
purchasers of electric equipment 
and appliances but does purchase 
individual contracts through 
dealers. These credit facilities 
will be open equally to all deal- 
ers able to meet necessary re- 
quirements. 

Detailed plans of operation 
under the new set-up remain to 





be worked out. Under the plan 
of operation employed up to this 
time and likely to be largely fol- 
lowed in the future, consumers 
in the EHFA financing areas 
have bought their appliances and 
equipment from dealers on low 
monthly payments. The pay- 
ments were collected by the local 
utility or other central agency 
and billed to the consumers with 
their monthly charges for elec- 
tricity. The utility or other 
agency then forwarded the pay- 
ments to EHFA. The dealer re- 
ceived his money immediately 
after the purchase was com- 
pleted. upon selling the con- 
sumer’s paper to EHFA, in 
accordance with customary com- 
mercial financing practice. 

Interest charges and _book- 
keeping and collection costs have 
been substantially lower than 
any previously available to buy- 
ers of similar articles. These 
low charges and relatively long 
terms, in conjunction with the 
low retail prices required for 
EHFA approval of an appliance, 
have materially reduced the cost 
of electric appliances in the 
areas served. EHFA makes its 
financing plan available only in 
areas where rates are deemed 
low enough to justify the full 
use of electricity by families of 
moderate income. 

More than 50 manufacturers 
of electric refrigerators, electric 
ranges, electric water heaters 
and electric water pumps, here- 
tofore have joined in the Author- 
ity’s program for marketing low 
cost standard quality appliances. 

In the four states approxi- 
mately 300 retail dealers have 
participated in the sale of ap- 
pliances approved and financed 


by EHFA. 





dated Sept. 26, 1935. 


retailers and wholesalers. 


twelve months. 


“Who Makes It?’ Issue 
Of Hardware Age Sept. 26 


The next issue of HARDWARE AGE will be the 
annual, Directory or “Who Makes It?” issue to be 
It will reach our readers on 
that date and is even more complete and useful than 
previous issues which have been so popular with both 
Watch for this issue. 
will wish to retain it for constant use during the next 


You 
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NEELY POWERS—PRES. THE COLSON CORP. 


Effective Aug. 10, 1935, Neely 
Powers became president and 
general manager of The Colson 
Corp., Elyria, Ohio, manufactur- 
ers of bicycles, furniture casters, 
hospital equipment, etc. 

Neely Powers has had an in- 
teresting and varied experience. 
He graduated from High School 
in West Point, Miss., at 13 
years of age, and on account 
of age was refused admittance 
to the University of Mississippi 
for a year. He drove an Amer- 
ican Express wagon for a year, 
then entered University of Mis- 





ve ay ete 
Ven ete = 


NEELY POWER 


sissippi at 14, worked his way 
through college as secretary to 
the Chancellor of University of 
Mississippi, graduated with B.S. 
degree, then took Law and grad- 
uated with LL.B. Then worked 
one year lumbering in Louisiana; 
then became Law Clerk to the 
Attorney General of Mississippi, 
Ex-Congressman Ross Collins. 
Practiced law until 1916 in Jack- 
son, Miss., then came North 
and became secretary to Wil- 
liam Jennings Bryan, later 
worked for Irvin Cobb and Will 
Rogers on newspaper syndicate. 
Came to Cleveland as Sales Man- 
ager of Central Press Assn., a 
newspaper syndicate controlled 
by V. V. MecNitt, the present 
owner of McNaught Syndicate. 

Enlisted in regular army in 
1917. Became successively Sec- 
ond Lieutenant, First Lieutenant 
and Captain 10th U. S. In- 
fantry. Served twenty - three 
months in World War. Re- 
signed in March, 1919, became 
associated with The Geo. H. Bow- 
man Company of Cleveland, as 
Advertising Manager, succes- 
sively Sales Manager, then Man- 
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ager of their Toy Factories. 
Brought out first all-steel coaster 
wagon. Became Vice-President 
and Director of The Geo. H. 
Bowman Company. Resigned to 
form The Universal Steel Com- 
pany of Cleveland, a warehous- 
ing company. Became President 
and General Manager of The 
Colson Corporation of Elyria, 
Ohio, Aug. 10, 1935. 





FIRE PREVENTION WEEK 
SET FOR OCT. 6 TO 12 
Fire Prevention Week will be 

held this year from Oct. 6 to 

12. A portion of the calendar 

was first dedicated to fire preven- 

tion in 191]. In that year Fire 

Prevention Day was observed on 

Oct. 9, the 40th anniversary of 

the great Chicago fire. In 1922 

devotion of an entire week to fire 

prevention was started. 





BLAST WRECKS 
BEND HDWE. CO. 
Black powder, ignited in some 
unknown manner, caused a ter- 
rific blast that practically wiped 
out the Bend Hardware Co., 
Bend, Ore. 
M. E. Simpson, member of 
the store staff, was shocked and 
burned by the blast. Mrs. Ralph 


Grimes, also of the staff, was 





badly bruised and cut. 


PAUL MULLIKEN JOINS SIMMONS HARDWARE CO., ST. LOUIS 
OTHER EXECUTIVE CHANGES ANNOUNCED BY THE COMPANY 


Effective Sept. 1, Paul M. 


‘Mulliken, managing director of 


the Illinois Retail Hardware As- 
sociation, will join the Simmons 
Hardware Co., St. Louis, Mo., 
in the capacity of assistant to 
the president. He is a specialist 
in the field of retail distribution. 

His new duties have not been 
announced, but as the Simmons 





PAUL M. MULLIKEN 


Hardware Company has been 
making an intensive study of re- 
tail problems during the last two 
years, it is assumed that Mr. 
Mulliken, because of his retail 
knowledge, will be identified 











ADOLPH H. BAHN 





with that work. Mr. Mulliken 
has been associated with asso- 
ciation work for many years and 
has attended and _ addressed 
many national and state conven. 
tions. 

J. D. (Jack) Sewell has been 
appointed sales manager of Divi- 
sion Five. His territory will in- 
clude the states south of the 
Ohio and east of the Mississippi. 

Mr. Sewell has been with the 
Simmons Hardware Company for 
twenty-four years. Prior to that 
he represented Belknap in south- 
ern Illinois and _ southeastern 
Missouri approximately fourteen 
years. 

Chester J. Neal joined the 
Simmons Hardware Co. in 1919 
and has represented the firm on 
Illinois and Indiana territories. 
He recently was appointed man- 
ager of the Advertising and Pro- 
motion Department. 

Adolph H. Bahn joined the 
Simmons organization a_ few 
months ago and has been ap- 
pointed manager of the Builders 
Hardware Contract Department. 
He has been in the hardware 
business in St. Louis practically 
all of his life, devoting a great 














HERMAN J. SANDERS 


many years to builders’ hard- 
ware. He was formerly with 
Geller, Ward and Hasner. 
Herman J. Sanders recently 
joined the Simmons Hardware 
Co. and has been appointed 
sales manager of the Industrial. 
Department. He is an expert 














J. D. SEWELL 


on grinding wheels, high speed 
drills, belting, and all me- 
chanical equipment used _ in 
manufacturing. He was formerly 





with Geller, Ward and Hasner. 





CHESTER J. NEAL 
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HARDWARE INCLUDED IN SURVEY TO DETERMINE 
CHANGES IN LABOR AND TRADE PRACTICE STANDARD 


The hardware retail trade is| fact-finding purposes, is in no 


included in a field survey to be 
undertaken by the National Re- 
covery Administration through 
its regional and state directors. 
Among other lines embraced in 
the study are paint, varnish and 
lacquer manufacturing and fab- 
ricated metal products. The sur- 
vey is being undertaken to fur- 
nish data of a_ representative 
character and uniform nature to 
the Committee on Changes in 


Labor and Trade Practice Stand- | P 
a. Co., Inc., Bridgeport, Conn., 


ards. The committee is headed 
by Captain W. P. Robert of the 
United States Navy Construction 
Corp. The hardware study is 
included under a general retail 
survey. The purpose of the sur- 
vey in distributing trades and 
other national distribution indus- 
tries is to determine changes in 
labor and trade practice stand- 
ards which have resulted in these 
industries since the termination 
of the codes. 

The survey will be confined to 
the metropolitan areas in which 
NRA representatives are located. 
It was to be undertaken to seek 
factual information as to the 
number of employees; the pres- 
ent average hourly earnings of 
employees who receive less than 
code minimums; the number of 
employees now receiving less 
than code minimums; changes 
that have taken place in hourly 
earnings of other employees; the 
number of hours worked per 
week; the extent to which over- 
time is now used and the change, 
if any, in the rate of overtime 
pay since the abolition of the 
codes. Information as to 
changes in the terms and condi- 
tions of employment in the field 
of child labor, handicapped em- 


prentices, home work, etc.; and 
any conditions affecting net 
wages, such as waiting time, de- 
ductions for spoilage, services, 


meals to employees, etc., will al- | 


so be obtained. 

tn the retail drug, general re- 
tail (including hardware), and 
limited-price variety trades, data 
will be sought to show to what 
extent mark-ups on commodities 
commonly used as loss leaders 
have been reduced since the ter- 
mination of the codes. 

Changes in fair trade practice 
standards, such as more favor- 
able credit terms, more liberal 
return goods policies and other 
trade practices affecting sales, 
which were formerly regulated 
by codes, will also be noted. 


the case of the manufacturing 
industries, the trade practices 
will include discounts, allow- 


ances, consignments, etc. 
NRA pointed out that the sur- 
vey, declared to be merely for 
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| sense an investigation of individ- 


ual concerns and that the data 
assembled will be held as confi- 
dential information by the Gov- 
ernment. Surveys in additional 
industries will be started in the 
near future. 

WELLS IS PROFESSIONAL 
DOUBLES CHAMPION 
Clyde Wells, assistant director of 
domestic sales of the Remington 


and the Peters Cartridge Co., Del- 
aware, shattered 89x100 to win 





CLYDE WELLS 


the Professional Doubles Cham- 
pionship of North America. The 
occasion was the Thirty-sixth 
Grand American Tournament, 

America’s premier shooting meet, 
held at Vandalia, Ohio, Aug. 
19-23. 

Clyde Mitchell, Minneapolis, 
Minn., and Johnny Jahn, Spirit 
Lake, Iowa, trailed Wells by 
three targets with 86x100 each 


| to tie for runnner-up honors. 
ployees, female employees, ap- | 


In | 


NELSON CO. SUBSCRIBES 
TO THE INSTITUTE 


L. R. Nelson Co., Peoria, IIl., 
has subscribed to the American 
Institute of Fair Competition 
and will issue a statement of 
policy very shortly. This com- 
pany is one of the largest manu- 
facturers of high quality lawn 
sprinklers, hose nozzles, and gar- 
den sundries. 

NORTH JERSEY ASSN. 

RESUMES MEETINGS 


After a two month recess, the 
North Jersey Hardware & Sup- 
ply Assn., resumed regular 
monthly meetings. The usual 
business meeting was dispensed 
with and the new session inaugu- 
rated with a clam bake. It was 
held Sept. 10 at the Jr. O. U. A. 
M. Hall, 56 Grove Ave., Verona, 
mM. 5, 

Tickets were $1.50 each and 





included clams, fish, 
corn, vegetables and 


the meal 
chicken, 
beer. 


CAMPBELL HARDWARE 
ENLARGES QUARTERS 


Campbell Hardware Co., 842 
Central Avenue, St. Petersburg, 
Fla., has recently enlarged its 
office. The firm requests that 
manufacturers and jobbers mail 
them their latest catalogs and 
price lists. 


KEITH-SIMMONS CO. 
HAS EMPLOYEES PICNIC 


Keith-Simmons Co., Nashville, 
Tenn., held a picnic, Aug. 24, 
at Woodale Grove. The picnic is 
an annual event for its workers 
and sales staff. Games and sports 
were enjoyed and dinner was 


served at 6 P. M. 


SARGENT & GREENLEAF 
MOVE N. Y. OFFICE 


Sargent & Greenleaf, Inc., 
Rochester, N. Y., manufacturers 
of locks and special hardware 
for Banks, Schools and Prisons, 
announce the removal of its New 
York Office from 8 E. 41st St. 
to 240 Madison Ave., New York 
City, effective Sept. 3. 


MORE HANDY TRUCK 
APPOINTS MacCOY SALES 


The Material Handling & En- 
gineering Co., Brooklyn, N. Y., 
has appointed MacCoy Sales Co., 
Inc., Manufacturers’ Agents, 14 
Warren Street, New York City, 
sales representative for its More 
Handy Truck. Warehouse stock 
will be maintained in New York 
City, to supply local trade. 








1935-36 TOASTMASTER 


An original and 
method of introducing 
1935-36 Toastmaster to more 
than 500 distributors in the 
United States was used by Ken. 
neth C. Gifford, sales manager, 
Domestic Appliance Department, 
Waters-Genter Division, McGraw 
Electric, Minneapolis, Minn. Be- 
cause of its cleverness, it has 
created widespread comment. 

Promptly at 10 a.m., July 22, 
a Western Union messenger de- 
livered a giant Television-Tele- 
gram to jobbers throughout the 
nation. This message advised 
the jobber that between 10 and 
1l o’clock the next morning, 
July 23, two Western Union mes- 
sengers would call to deliver the 
new ‘Toastmaster Hospitality 
Tray, the new folding Hospital- 
ity Stand, the sales plan book 
and literature for the jobber’s 
salesmen. The telegram served 
as a flap on a personalized photo- 
graph showing the executives of 
Waters-Genter inspecting the 
packages to be delivered by 
Western Union. It also showed 
each one of their salesmen and 
again informed the jobber that 
these packages would be de- 
livered the next morning. 


effective 


the 


UNIQUELY INTRODUCED 


The messengers were carefully 
trained and_ thoroughly _ in- 
structed so that they worked 
with sureness and _ precision. 
They unpacked the sales plan 
book and presented it to the 
executive of the jobbing concern. 
The Hospitality Folding Stand 
was unpacked and set atop the 
new Hospitality Tray, then the 
Toastmaster, the new Fostoria 
glassware and cutting block and 
knife. All of this merchandise 
was carefully dusted and set in 
full view. The jobber was pre- 
sented with complete sales port- 
folios for each one of his sales- 
men, outlining in detail the 
Toastmaster campaign for the 
fall of 1935. 

The sales plan shows simply 
and plainly how the selling 
points can be used advanta- 
geously. The plan book is gen- 
erously illustrated. It builds an 
acceptance for the new tray as 
a preview of the merchandise 
itself. 

The announcement also pro- 
vides for mailing thousands of 
large compelling broadsides to 
dealers so they will arrive con- 
currently with the Western 
Union presentation. 








KENNETH C. GIFFORD Inspecting the Toastmaster Set-Up 
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PLOWDEN BUYS HOUSTON SUPPLY BUSINESS 


Plowden Supply Company, or- 
ganized recently at Houston, 
Tex., has purchased all of the 
buildings, stock and assets of 
the Houston branch of the 
Sabine Supply Company, whose 
headquarters are at Orange, Tex. 

The new company, __incor- 
porated with a capital stock of 
$100,000 and surplus of $65,000, 
is headed by W. W. Plowden, 
as president and general man- 
ager. Mr. Plowden was formerly 
vice-president and general man- 
ager of the Sabine Supply Com- 
pany, and has been active in the 
management of the Houston 
branch of that concern for the 
last five years. 

Mr. Plowden has had nearly 
a quarter century of active ex: 
perience in the mill and _ in- 
dustrial supply business in south- 
east Texas and adjoining terri- 
tory. The concern which he 
heads deals principally in sup- 
plies for industrial, refinery, 
pipe line, oil and gas concerns. 
Rapid development of the oil 
fields in south Texas and west- 
ern Louisiana has brought about 





a continued increase in the de- 
mand for such supplies, and led 





W. W. PLOWDEN 


to the organization of the new 
company to take over this Hous- 
ton business. 

For the last two years Mr. 
Plowden has served as a vice- 
president of the Southern Hard- 
ware Jobbers Association. 





FORM AMERICAN WILDLIFE INSTITUTE 
DEDICATED TO WILDLIFE RESTORATION 


A new organization has been 
formed to further the cause of 
wild life restoration. It is the 
“American Wildlife Institute,” 
which lists among its Board of 
Trustees some of the country’s 
outstanding industrialists. 

The aims of the new organiza- 
tion are outlined by President 
Thomas H. Beck, publisher and 
Connecticut Fish and Game Com- 


missioner as follows: “The In- 
stitute will form itself as a 
permanent central organization 


to promote and assist in the co- 
ordination with governmental au- 
thorities of wild life conserva- 
tion, restoration and management 
groups. It has been organized 
as a result of the need felt for 
it by men and industrialists who 
are also sportsmen and who are 
more or less ‘fed up’ with the 
random, loose and _ oft-times 
politically-controlled conservation 
and restoration methods of pro- 
fessional game-saviors.” 

At the first meeting following 
the formation of the Institute, 
the Board of Directors author- 
ized a gift of $150,000 toward a 
$900,000 program for establish- 
ing game-management courses in 
10 Federal land-grant colleges 
during the next five years. An- 
nouncement of the gift was ap- 
proved by Jay N. (Ding) Dar- 
ling, chief of the United States 
Bureau of Biological Survey. 

President Beck, in whose New 
York City office the meeting was 
held, also announced a contribu- 
tion of $20,000 to promote an 
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international federation of sports- 
men and wild life agencies, and 
to finance a “‘Congress of Wild- 
life Interests.” 

The American Game Assn., 
which concurrently held a meet- 
ing at the same place, voted to 
turn over its equipment, per- 
sonnel and activities to the In- 
stitute, which will continue them 
in the future. The Association 
was organized in 191], and has 
3000 active and 75,000 affiliated 
members. Seth Gordon, who has 
been the Association’s president 
since 1931, has resigned to be- 
come secretary of the Institute. 

Because of certain endow- 
ments, the Association will con- 
tinue its legal entity, but will 
be an inactive affiliate of the In- 
stitute. The Association’s offi- 
cial publication, American Game 
Magazine, will hereafter be pub- 
lished as American Wildlife. 

Officers are: Chairman of the 
Board of Trustees, Walter P. 
Chrysler, Detroit automobile 
manufacturer ; vice - chairman, 
Herbert L. Pratt, New York in- 
dustrialist; chairman executive 
committee, Powel Crosley, Jr., 
president, Crosley Radio Corp., 
Cincinnati, Ohio; vice-chairman, 
Frederick C. Ewing, vice-presi- 
dent Socony-Vacuum Corp., New 
York City; president of the In- 
stitute, Thomas H. Beck, presi- 
dent Crowell Publishing Co., 
Wilton, Conn.; vice-president, 
Charles S. McVeigh, attorney 
and sportsman, New York City. 

Vice-Presidents, who are to 





direct activities in nine regions 
covering the entire United States, 
are: New England, B. W. Doyle, 
Leominster, Mass; 

Frank B. Foster, 
Philadelphia, business — man; 
South, R. J. Reynolds, head of 
the tobacco company of that 
name, Winston-Salem, N. C.; 
Southern, [. T. Quinn, Ala- 
bama Game Commissioner; Lake 
States, Harry B. Harper, presi- 
dent, Motor Wheel Corp., Lans- 
ing, Mich.; Prairie States, James 
F. Bell, Minneapolis flour manu- 
facturer; Southwest, C. A. 
Wheatley, San Antonio, Texas. 
business man; Rocky Mountain 
Region, L. B. Maytag, retired 
washing machine manufacturer, 
Colorado Springs and Pacific 
Region, K. R. Kingsbury, presi- 
dent, Standard Oil of California, 
San Francisco. Additional re- 
gional vice-presidents are to be 
selected to represent the Institute 
in Mexico and three divisions of 
Canada. 

The Board of Trustees has 
thirty-six members, all of whom 
are well-known business and pro- 
fessional leaders. Representing 
the hardware industry on the In- 
stitute’s Board of Trustees are: 
Leslie M. Stratton, president, 
National Wholesale Hardware 
Association, and president, Strat- 
ton-Warren Hardware Co., Mem. 
phis, Tenn., and W. M. Bonham, 
president, Southern Hardware 
Jobbers’ Association, and presi: 
dent, C. M. McClung & Co. 
Knoxville, Tenn. 

Other officers elected are: 
Treasurer, T. E. Doremus, Wil- 
mington, Del.; business manager, 
H. P. Davis, Bridgeport, Conn.; 
secretary, Seth Gordon, Wash- 
ington, D. C., and field secretary, 
C. F. Shoemaker, also of Wash- 
ington. Permanent headquarters 
of the Institute are to be estab- 
lished at the national capital. 
Present offices of the organiza- 
tion are at 250 Park Avenue, 
New York City, and in the In- 
vestment Bldg., Washington, 
DC. 


sportsman, 
Mid-Atlantic, 


HARDWARE DEALER 
DESIRES CATALOGS 
Herman C. Meyer, formerly of 


Boyne Falls, Mich., has opened 
a newly furnished and stocked 


hardware store on Mitchell 
Street, Petoskey, Mich. He is 
carrying a complete line of 


Builders’ hardware, Implements 
and Sporting Goods in addition 
to a general line. Mr. Meyer 
would appreciate catalogs from 
firms manufacturing these lines. 

Mr. Meyer before moving to 
Petoskey, has operated the store 
at Boyne Falls for the past 
thirty-two years. The new store 
will be operated as the main 
store while the older one will 
be continued as a branch. 





JOHN KRESL NAMED TO 
OMAHA CITY COMMISSION 


John Kresl, president of the 


O. K. Hardware Co., 4831 S. 
Twenty-fourth Street, Omaha, 
Neb., has been chosen to fill a 





JOHN KRESL 


vacancy on the Omaha city Com- 
mission. He has been assigned 
to have charge of the streets 
department. 

Mr. Kresl is a past president 
of the Nebraska Retail Hardware 
Association and the Omaha Hard- 
ware Club. 

H. J. SMITH BUYS 
JEANERETTE HARDWARE 


Harry J. Smith has purchased 
from J. W. Bourque the Jeaner- 
ette Hardware Co., Jeanerette, 
La. Mr. Smith is a newcomer to 
the hardware retailing field. 

Mr. Bourque plans to return 
to his former work as sales rep- 
resentative of manufacturers or 
wholesalers in the territory in 
which he has resided. 

WAVERLY HARDWARE 

CO. REORGANIZES 


Waverly Hardware Co., Inc., 
Central Square, Waverly, Mass., 
is being reorganized and will be 
individually managed and owned 
by Reuben Richman as _ the 
Waverly Hardware Co., 147 Bel- 
mont Street, Belmont, Mass. 
Mr. Richman requests catalogs 
and would like salesmen to call 
on him. 





LEEDY BROS. USE 
TOM SAWYER STRATEGY 


In Shreve, Ohio, The Leedy 
Bros. Hardware Co., oper- 
ated by Roy and Keys Leedy, 
has its own lawn. All sum- 
mer long the grass in this 
lawn has been kept neatly 
clipped. Whenever a_ cus- 
tomer wants a lawn mower 
they let him try it out on 
their lawn. 
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POT AND KETTLE CLUB NEWS 


Pot and Kettle Club activity 
for the Fall has already started 
in San Francisco. 

The Board of Directors of the 
National Club had their first 
meeting with President Gillan 
in the chair, and laid out some 
plans for the ensuing year. 

It was decided to encourage 
the formation of local clubs in 
as many cities as possible and 
five men engaged in housewares 
and associated lines can start a 
club and the fee for a charter, 
payable to the National Club, 
has been reduced to $5.00. 

The contribution of local clubs 
to the National Club has been 
cut down to 50 cents a mem- 
ber per annum. It was felt that 
this would encourage the forma- 
tion of additional clubs and 
carry the spirit of Pot and Kettle 
throughout the industry. 

The members of the Los 
Angeles and Seattle Clubs are 
still on their summer vacations, 
but the San Francisco Club had 
its first meeting on Aug. 6. 

For those who are not ac- 
quainted with the Pot and Kettle 
Club aims—it is an association 
of men of managerial capacity 





engaged in the selling of house 
furnishings and kindred lines. 

The creation of a spirit of co- 
operation among those engaged 
in the business and encourage- 
ment of constructive selling are 
some of the plans on which the 
organization is founded. 

The promotion of good fellow- 
ship among the individual mem- 
bers of the organization, which 
includes both buyers and sellers 
in the industry, is another aim. 

No business is ever discussed 
at any of the meetings, but in- 
teresting lectures and _ discus- 
sions are the order of the day. 

The management of the Na- 
tional Club is looking forward 
to the successful formation of 
many other clubs in_ other 
localities and hope that by the 
time the 1936 convention is here 
that in addition to Los Angeles, 
San Francisco, Oakland and 
Seattle, delegates from other 
cities will be present. 

Any information about forming 
additional clubs may be secured 
from Paul S. Neumann, c/o 
American Factors, 215 Market 
Street, San Francisco, secretary- 
treasurer of the National Club. 





BUSINESS PAPERS HOLD TAX BILL 
THREAT TO BUSINESS RECOVERY 


The most important contribu- 
tion business or government can 
make to public welfare today is 
the restoration of business con- 
fidence, according to a statement 
issued by The Associated Busi- 
ness Papers, Inc. This is an as- 
sociation of 127 of the leading 
business papers in the country, 
of which Harpware AcE is a 
charter member and the only 
hardware publication. 

The publishers point out that 
there is much factual evidence 
to indicate that business men are 
making plans for increased fall 
business and definite although 
less tangible reason for believing 
that the fears which pervaded 
all business during the early 
summer are disappearing. The 
restoration of confidence and the 
revival of business seem more 
directly threatened by the tax 
measure now before Congress 
than by any other pending legis- 
lation. President Roosevelt stated 
the business point of view quite 
clearly in his budget message 
last January. He said the only 
thing which stood between the 
treasury and a balanced budget 
was extraordinary expenditures 
for relief, and that these ex- 
penditures and this distortion of 
the budget would cease only as 
private industry revived and em- 
ployment was afforded to those 
on relief. 

Business neither fears nor op- 
poses increased taxes, according 
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to the publishers. On the con- 
trary, it realizes that only by a 
material increase in taxes can 
the budget be balanced and a 
sound national economy estab- 
lished. It believes that business 
recovery would immediately re- 
duce the treasury deficit, even- 
tually relieve the Government of 
all Federal relief expenditures 
and broaden the base from 
which Federal taxes are obtained. 

A restored industry will be 
willing and able to pay the tax 
increase necessary to meet Fed- 
eral requirements. Business 
fears the underlying theory of 
the pending tax bill without im- 
mediate concern for the amount 
of revenue it would provide or 
the source from which that reve- 
nue would be drawn. 

The statement urges that since 
the necessity for maintaining 
business confidence is obvious 
and almost universally admitted, 
it would seem advisable to un- 
dertake at once and pursue with 
all possible speed a thorough 
study of the fiscal needs of the 
treasury and the sources from 
which they may be, met, so as 
to present to the next Congress 
a mature and constructive tax 
program. Present procedure in 
the matter promises a tax return 
that is wholly inadequate. It 
promises also to destroy confi- 
dence, retard recovery and de- 
plete indispensable sources of 
tax revenue, 





SIMPLIFIED PRACTICE 
R17-35 ON FORGED TOOLS 


The Division of Simplified 
Practice of the National Bureau 
of Standards has announced that 
Simplified Practice Recommen- 
dation R17, Forged Tools, is now 
available in printed form. 
Copies may be obtained from 
Superintendent of Documents, 
Government Printing Office, 
Washington, D. C., for 10 cents 
each. 

The original Simplified Prac- 
tice Recommendation was formu- 
lated by the industry in 1924. 
The current revision covers 
kinds, sizes, weights, etc., of 
forged tools such as picks, mat- 
tocks, hoes, bars, wedges, sledges, 
hammers and mauls, railroad 
track tools, blacksmith anvil 
tools, tongs and miscellaneous 
tools. The dimensions and shape 
of the eyes for.these tools are 
included. 

This recommendation is ef- 
fective from May 1, 1935, subject 
to regular review by a Standing 
Committee of the industry. 





FIRST WILD DUCK 
CENSUS IN U. S. 


The More Game Birds Foun- 
dation announced the launching 
of the first wild duck census 
of its kind ever attempted in the 
United States and Canada. The 
investigation is to include liter- 
ally a “house-to-house” canvass 
of Mr. and Mrs. Wild Duck and 
their families now hatching in 
Alberta, Manitoba, Saskatche- 
wan, North Dakota, South Da- 
kota, Minnesota and part of Ne- 
braska. 

Airplane flights into the Ca- 
nadian Northwest are planned to 
cover remote nesting areas. Auto- 
mobiles equipped, to negotiate 
the rugged terrain of more ac- 
cessible sections have been pro- 
vided a party of eight founda- 
tion field men already initiating 
the census work. 

From central headquarters in 
each state and province, local 
groups will be supplied with 
questionnaire forms. These 
groups, in turn, will distribute 
them to farmers, backwoodsmen 
and sportsmen, each of whom 
will cover a predetermined sec- 
tion mapped out. Reports are 
to be consolidated by reversing 
the process, and the results pub- 
lished by the foundation as a 
contribution to waterfowl restora- 
tion. 

Data to be sought will include 
location of favored nesting areas, 
number of mother ducks with 
broods, number of ducklings to 
the brood, number of nests, old 
ducks without broods, and total 
number of all ducks by species. 
Information also sought will be 





the causes of losses on breed- 
ing grounds and what can be 
done to eliminate them and to 
improve importing nesting areas. 





“THE FORMATION OF 
CAPITAL”—A BOOKLET 
BY BROOKINGS 


The Brookings Institution, 722 
Jackson Place, Washington, 
D. C. has recently published 
“The Formation of Capital,” the 
third phase of a study which 
seeks to ascertain whether de- 
fective distribution of income 
and consequent inadequate pur- 
chasing power is a_ primary 
cause of our economic diffi- 
culties; and which will further 
attempt to arrive at methods by 
which economic activities may 
be raised to and maintained at 
a level which would provide rea- 
sonably high living standards for 
everyone. 

This recent volume challenges 
traditional conceptions as to the 
forces which govern the growth 
of production capital; demon- 
strates the dependence of capital 
expansion upon consumptive de- 
mand; and discloses how ex- 
cessive saving may produce fi- 
nancial disorder rather than new 
capital goods. The theory that 
money going into capital equip- 
ment means diminished con- 
sumption is disputed and it is 
shown, that in the past, produc- 
tion expenditures have increased 
concurrently with expansion in 
spending for consumer goods. 

It analyzes the process of con- 
verting money savings into ac- 
tual capital equipment and dis- 
closes the conditions essential to 
a rapid growth of capital. The 
conclusions reached are funda- 
mentally at variance with tradi- 
tional concepts. 

Preceding this book in the 
series are “America’s Capacity 
to Produce” and “America’s 
Capacity to Consume,” which 
volumes showed that while 
America during her 1929 pros- 
perity had a practical and at- 
tainable productive capacity 
about 20 per cent in excess of 
that utilized, this was far from 
what would have been needed to 
fill consumptive demand had the 
purchasing power existed. 

In the fourth volume, to come, 
of the series, “Income and Eco- 
nomic Progress,” the various seg- 
ments of the investigation will 
be brought together for the pur- 
pose of integration and interpre- 
tation with a view to indicating 
the ways and means of bringing 
about a more effectively func- 
tioning economic system. 

“The Formation of Capital”— 
207 pages, charts and illustra- 
tion, price $2.50—may be ob- 
tained from The Brookings In- 
stitution. 
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ATTORNEYS AND NEW SECRETARY 


MODEL STORE AT MART | Leading manufacturers of 52 
ANNOUNCED BY INSTITUTE 


HAS 3RD REMODELING hardware lines have permanent 








Illustrating the constant 
changes and improvements nec- 


essary to keep pace with modern | 


merchandising, the model hard- 
ware store maintained in the 
Merchandise Mart here has just 
received its third complete re- 
modeling since it was first in- 
stalled by the Chicago Retail 
Hardware Association in 1930. 

More than $2,500 has been ex- 
pended in this latest move to 
keep the store up to date, ac- 
cording to J. C. Amis, secretary 
of the association. This figure 
includes repainting throughout, 
new fixtures, new lighting, and 
the installation of new display 
units. 

Outstanding feature of the 
new layout is the amount of 
space devoted to a complete elec- 
trical department. The Chicago 
association is urging all its mem- 
bers to devote more space and 
promotional activity to this type 
of merchandise because of its 
greater mark-up and rapid turn- 
over and has installed a com- 
plete line of toasters, vacuum 
cleaners, washing machines and 
nearly every other electrical 
home appliance. The space 
taken up by this department has 
been gained by the installation 
of ledge type displays, replacing 
tables for other merchandise, so 
that while a new department has 
been installed, no other line has 
suffered. 

New lighting, expected to pro- 
vide a true daylight, will be in- 
stalled as soon as the units are 
delivered by the manufacturer. 
The fixtures consist of long neon 
tubes, which in combination with 
the newly painted ceilings are 
intended to supply a_ softer, 
better diffused light. 

Every article displayed has 
been brought out into the open 
where it can be examined to 
best advantage. Nothing is dis- 
played behind glass. With the 
new layout customers can see the 
entire display immediately upon 
entering. Each department has 
its own sign and every article is 
priced. 

Another addition of value is a 
window glass rack that will take 
any size from the smallest to 
46x40. It provides a cutting and 
measuring table and a cutter. 
The rack takes about as much 
room as a kitehen cabinet and 
is a great improvement over the 
old method of keeping glass in 
cases, with its waste of space 
and risk of breakage, Mr. Amis 
said. 

In its five years’ operation in 
the Merchandise Mart the store 
has been visited by hardware 
dealers and buyers from all parts 
of America and many foreign 
countries. 
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displays in the store. These 
have been viewed by represen- 
tatives of more than 5000 stores 
who regularly make the model 
store their headquarters when 
shopping lines at the Mart. The 
formal opening of the new store 
will be on Friday evening, Sept. 
20, 1935. 


DAVID KAUFMAN’S SONS 
ACQUIRE BUILDING 


David Kaufman’s Sons, Balti- 
more distributors of house- 
furnishings, stoves and_hard- 
ware, have recently acquired a 
modern six-story building at 
Charles and Lombard Streets. 
It is said to be the largest build- 
ing devoted exclusively to hard- 
ware and house-furnishing in the 
State of Maryland. 

The business was established 
in 1919, by David Kaufman, and 
originally located at 109 S. 
Charles Street. Later the firm 
took larger quarters at 119 S. 
Charles Street, and soon re- 
quired additional space at 115 
S. Charles Street. 

Edgar Kaufman became asso- 
ciated with his father in 1920, 
while David Kaufman, Jr., be- 
came actively interested in the 
business in 1931, upon the death 
of his father. 

A steady growth of business 
has been enjoyed by this or- 
ganization, whose territory com- 
prises Baltimore and radius of 
more than 300 miles. 


REPUBLIC STEEL OPENS 
KANSAS CITY OFFICE 


Opening of a sales office at 
622 Dwight Bldg., Kansas City, 
Mo., effective Sept. 1, is an- 
nounced by N. J. Clarke, vice- 
president in charge of sales, 
Republic Steel Corp., Youngs- 
town, Ohio. Robert L. Pierce, 
of the St. Louis district sales 
office will be in charge of the 


new office. Telephone number 
of the new office is Harrison 
0925. 


VAN CLEEF BROS. 
HOLD ANNUAL PICNIC 


Employees of Van Cleef Bros., 
Chicago, manufacturers of Dutch 
Brand products, gathered with 
their families and friends at 
Thornton Forest Preserves, there, 
Aug. 18, for their annual picnic. 
More than 300 attended. The 
feature of the day was a ball 
game between the married and 
single men, followed by races 
and original stunts. Noah Van 
Cleef took moving pictures of 
the activities. 





The American Institute 
Fair Competition, Inc., Dayton, 


Ohio, announces that M. V. Egan | 


has succeeded R. A. Greer as 
secretary of the organization and 
that Jeffery, Redmond, Escher & 
Murray, 1 Wall Street, New 
York City, are attorneys for the 
Institute. The announcement re- 


of | garding the latter appointment 


states that William P. Jeffery of 
this law firm will guide the 
policies of the Institute. Read- 
ers of HARDWARE AGE will 
recognize Mr. Jeffery as a con- 
tributor on the subject of fair 
competition and the elimination 
of secrecy in sales policies. 





SAUNDERS NORVELL 
MOVES QUARTERS 


On and after Sept. 3, the of- 
fices of Saunders Norvell will be 
located on the 24th floor of 370 
Lexington Ave., New York City, 
one block south of Grand Cen- 
tral Station, at 41st St. Tele- 
phone number is Lexington 
2-5540. Mr. Norvell will be glad 
to have his friends drop in to 
see him at his new offices. 





N. Y. ASSN. MEETS AT 
SYRACUSE, FEB. 11-14 


New York State Retail Hard- 
ware Association will hold its 
1936 convention and exposition 
at Syracuse, N. Y., Feb. 11 to 14. 
Headquarters and sessions will 
be at Hotel Syracuse; exposition 
at State Armory. John B. Foley, 
510 Hills Bldg., Syracuse, is 
secretary. 





OBITUARY 


LILLIAN M. KUEHNEMAN 


Mrs. Lillian M. Kuehneman, 
49, president of Drennan Hard- 
ware Co., Syracuse, N. Y., died 
Aug. 20, at her home there after 
a brief illness.) Mrs. Kuehne- 
man became president of the 
concern when her first husband, 
Thomas C. Drennan, died. Since 
then she had managed the. busi- 
ness which is one of the oldest 
and largest hardware firms in 
Central New York, with her hus- 
band, Carl C. Kuehneman, acting 
as secretary and treasurer. 


OLAF GOTAAS 


Olaf Gotaas, 67, hardware 
merchant and president of the 
town council at Walcott, N. D., 
died recently at a Fargo hos- 
pital. 


A. W. SAYRE 


Alvin Wesley Sayre, 60, who 
has been engaged in the hard- 
ware business in Marshall, Mich., 
for the last twenty-three years, 
died at his home, 621 W. Man- 
sion Street, there, after a long 
illness. Mr. Sayre was a mem- 
ber of the Sayre and Brandes 
Hardware Co. 

His widow and two children 
survive. 


JOHN CHARLES COBBAN 


John Charles Cobban, 68, for 
thirty-five years operator of a 
hardware, paint, wallpaper and 
general store in Groveland, 
Mass., and more recently in- 
terested in the United Chain 
Wall Paper Co., Haverhill, Mass., 
and Manchester, N. H., died 





Aug. 16., at his home, 9 School 
Street, Groveland. 

His widow; a son, Douglas 
Cobban, survive. 





FLOYD F. MARSHALL 


Floyd F. Marshall, Cazenovia, 
N. Y., died at his home there, 
recently. He had conducted a 
hardware and plumbing busi- 
ness. His widow and a son, 
who will continue the business, 
survive. 


FRANK F, EVERETT 


Frank F. Everett, of Columbia, 
Tenn., formerly one of the best- 
known hardware salesmen in 
that state, died Aug. 20, at the 
home of his daughter in Hous- 
ton, Tex. Mr. Everett was 
formerly connected with the 
sales organization of the Belknap 
Hardware Co., of Louisville. 





W. E. FLACK 


W. E. Flack, 51, representative 
of the Seattle Hardware Co., 
Seattle, Wash., in Tacoma, died 
there recently. He is survived 
by his widow. 





J. A. CAMPBELL 


John A. Campbell, 70, veteran 
Seattle, Wash., hardware dealer, 
died Aug. 17, at his home, 833 
Thirty-sixth Avenue N., -follow- 
ing a heart attack. He had been 
active in business for forty-five 
years, until February of this 
year when he turned over his 
store to two sons, Wallace H. 
and John Campbell, Jr. In ad- 
dition to his two sons, his widow 
survives. 
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BRIEF ITEMS 


OF INTEREST TO THE HARDWARE BUSINESS 








ARKANSAS 
Beans Williams, formerly con- 
nected with the Jonesboro Hard- 
ware Co., has opened a business 
_ at Jonesboro, Ark., ‘under his 
name, Williams Hardware Store, 
on Main St. 


FLORIDA 


The Jackson County Hardware 
Co., Marianna, Fla., opened for 
business there Aug. 10. The pro- 
prietor is E, E. Shelley of De- 
Funiak Springs. The store will 
carry a complete line of hard- 
ware, farmers’ supplies and the 


like. 





The Nowlin Hardware & Paint 
Co. has been opened at 1741 
West Flagler St., Miami, Fla., 
by C. P. Nowlin. A representa- 
tive stock of general hardware, 
paints and household necessities 
will be carried. 


Central Hardware, Inc., St. 
Petersburg, Fla., has been char- 
tered to engage in the retail 
hardware business. The author- 
ized capital stock is 100 shares, 
having a par value of $100 each. 
J. A. Hailey, Andrew Dauble 
and S. E. Irons are the incorpo- 
rators. 





IDAHO 

The purchase by H. H. Orland 
of J. R. Collins’ interest in the 
Collins-Orland hardware _ store, 
Moscow, Idaho, brought to an 
end a business partnership of 31 
years. Mr. Orland will continue 
the business. 


William R. Teller, president 
and manager of the Sweet-Teller 


hardware store, Boise, Idaho, has | 


decided to sell his 


stock and retire from business, 





ILLINOIS 
Fred Koenig has purchased the 
Valentine Hardware Co. store 
located in the Hewitt Building 
on South Illinois Ave., Mur- 
physboro, IIl. 


INDIANA 

The Ludwig Hardware and 
Farm Store, 1825 South Michi- 
gan St., South Bend, Ind., has 
stocked a complete line of sport- 
ing goods, including fishing 
tackle. In adding the new de- 
partment, the store has taken 


additional space and enlarged its 


quarters. 





IOWA 
A new front is being con- 
structed on the Heiden hardware 
store at Elkader, Ia. 
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KANSAS 


Jeter & Skoog hardware store | 
has moved into the Rice Build- | 
| Broadway, Rochester, Minn. It 


ing, Lyndon, Kan. 





McDaniel & Sons, Lyndon, 


Kan., have recently opened a | 


hardware store there. 





Hillman & Barr have opened 
a hardware store in the Hollis 
Building, Fredonia, Kan. Equip- 


ment for the store was supplied | 
and installed by the wholesale | 


hardware firm of Hibbard, Spen- 


cer, Bartlett & Co., Chicago, Il. | 
| The store will have a complete 





MAINE 
H. H. Crie Co. has recently 
moved from 456 Main St., Rock- 
land, Me., to 328 Main St. The 
new store is larger and is fitted 
throughout with steel fixtures. 





MASSACHUSETTS 
The building which will be oc- 
cupied by the Robinson Hard- 
ware Co., Hudson, Mass., is 
nearing completion. The store 
will be opened about Sept. 1. 





Corkum Hardware Co., Wel- 
lesley, Mass., is preparing to 
double the size of its store and 
hopes to be ready for business 
early in September. 





MICHIGAN 
Joseph Katz has taken over the 


| hardware store at 8958 Oakland 
| Ave., Detroit, Mich., which was 


formerly operated by his father, 
Charles Katz, who is retiring 
from business. 





William C. Kale has opened 
the Kale Hardware Co. at 22085 
Michigan Ave. Dearborn, Mich. 





C. F. Samuelson & Son have re- 
moved their hardware stock from 
131 West Washington St., Mar- 


quette, Mich., to a new location 


| at 415 North Third St. in that 


city. a. 

Earl Smith of Baldwin, Mich., 
has been appointed manager of 
the George Buffing Hardware 
store at Reed City. 





United Cut Rate Hardware 
Co., has been formed by Morris 
Rosenberg and Joseph Weisberg 
to open a new store at 14131 
Fenkell Avenue, Detroit, Mich. 
Rosenberg and Weisberg are also 
owners of the Puritan-Livernois 
Hardware Co. in Detroit. 








MINNESOTA 
The Jensen Hardware was re- 
cently opened at 318 South 


is a modern self-service type of 
store. 





Alfred J. Watzl, 1148 W. 7th 
& Lee Ave., St. Paul, Minn., has 
remodeled his store. It will have 
a new glass front and will be 
20 ft. longer. 





Billman’s, Inc., 2512 Central 
Ave., Minneapolis, Minn., is re- 
modeling it’s hardware, furniture 
and undertaking establishment. 


new store front; the interior re- 
arranged, and some new fixtures 
added. 


The M-W Associated Stores, 
the hardware store opened in 
the Winter Building, Albany, 
Minn., recently had a_ grand 
opening sale to introduce its 
complete new stock of hardware 


is the proprietor. 


NEBRASKA 
W. M. Toohey has opened a 


PENNSYLVANIA 

Gates Hardware, Curwensville, 
Pa., has opened another branch 
store in the Daugherty Block on 
Main St., there. This makes 
three stores now operating under 
the trade name of Gates Hard- 
ware. Harry G. Gates is the sole 
owner. 





SOUTH CAROLINA 
Easley Hardware Co. has 
moved into a larger building on 
Main St., Easley, S. C., with in- 
creased floor space and a more 
desirable location. 





TEXAS 
Frank Van Ness has opened a 
new hardware business on South 
Sam Houston Boulevard, carry- 
ing a complete line of shelf and 
heavy hardware and _ building 
supplies. 


The Texas Hardware Co. an- 





hardware store at 508 Main St., | 


Fremont, Neb. 


Ed. H. Oswals, formerly of 
Bloomington, Neb., has_ pur- 
chased the Arnold Hopp Hard- 





store, located in the Farmers 


Union Building, has been com- | 


pletely redecorated. A complete 
line of general hardware is be- 
ing carried and a line of pumps, 
pipe and fittings is to be added. 





Harry Bayley has moved his 
hardware stock from Curtis to 
Benkelman, Neb., and has opened 
a hardware store at the latter 
place. 





O. C. Matous, hardware mer- 
chant of Prague, Neb., will move 
his store to new quarters in the 
former Staska store building in 
that town. 


Waddill Brothers, retail hard- 
ware, Gordon, Neb, recently 
celebrated the firm’s 10th anni- 
versary. The store had been com- 
pletely remodeled for the occa- 
sion. 





M. A. Adamson, Cowles, Neb., 
recently purchased the hardware 
stock of William McMahon, Blue 
Hill, Neb., and has moved his 
stock from Cowles to the latter 
place. The store, located in the 
Martin Building, has an area 25 
by 80 feet. 





nex, Electra, Tex., was damaged 


by fire July 10. 
and auto supplies. A. W. Franta y fire July 





With the acquisition of the 


| premises next door, the Taylor 
| Hardware store, 


Lufkin, Tex., 
has increased its floor space ap- 
proximately 8000 sq. ft. 





The Walter H. Allen Co., Dal- 
las, Tex., wholesale hardware 
firm, has leased the three-story 


ware Co. at Johnson, Neb. The | building at 2221-2223 Laws, for 


a period of five years. 





R. H. Youngkin has recently 
opened the R. H. Youngkin 
Hardware Store on Main St., 
Eagle Pass, Tex., with a complete 
line of hardware equipment. Mr. 
Youngkin has dissolved partner- 
ship with the Quemado Lumber 
Co., for whom he had been deal- 


ing in hardware. 





The Welch Hardware Co., 
Longview, Tex., recently had a 
formal opening of its remodeled 
and modernized building. 





VIRGINIA 

John Reynolds, president of 
the Reynolds Hardware Co., Nor- 
folk, Va., has recently secured a 
store at 246 Bank St., there, as 
a temporary location, while the 
building formerly occupied and 
recently destroyed by fire is be- 
ing rebuilt. 


WISCONSIN 
Valkmann’s' Hardware, N. 
Spring St., Beaver, Dam, Wis., 
is being remodeled. It will have 
a new store front. 
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ELDERFIELD ADDRESSED 
ROCHESTER ROTARY 


The origin, uses and develop- 
ment of hardware were described 
in detail by Charles J. Elderfield, 
president and treasurer of the 
Elderfield - Hartshorn Hardware 
Co., Niagara Falls, N. Y., in an 
informative address on “What 
Makes Hardware Hard?” de- 
livered at the regular weekly 
meeting of the Rotary Club held 
July 29 in the Hotel Niagara. 

“Speaking of the business of 
hardware and not of the mer- 
chandise called hardware, I 
would say that what makes it 
hard is the same as that which 
makes any business, or profes- 
sion, or calling of any nature 
hard, and that is the amount of 
work and personal effort you put 
into it to make it successful,” 
Mr. Elderfield stated. 

“It is a business the details 
of which require more concen- 
trated attention than most mer- 
cantile lines. This is due largely 
to the constant fluctuating of 
prices of materials used in the 
manufacture of jhardware. If 
the price of steel changes to any 
extent, immediately such items 
as are made from steel are af- 
fected, usually by change in cost 
discounts and sometimes by 
adopting by manufacturers of 
new list prices for entire sched- 
ules. 

“It is a business in which one 
is never completely caught up 
with one’s work, but there is al- 
ways something of interest in it, 
something new developing,” Mr. | 
Elderfield declared. “Hardware | 
originated away back in the age 
when men made implements of 
stone, some for peaceful pur- 
poses, some for hunting purposes 
to provide food for himself and 
dependents and some for war- 
like purposes. After the Stone 
Age came the discovery of base 
metals, as copper, tin and later 
iron and steel, and with each 
succeeding discovery came a fur- 
ther development of hardware 
atensils, tools and articles of 
various kinds.” 

The speaker classified as hard- 
ware almost “any article made 
wholly or partly of metal.” He 
stated that the company of which 
he is president carries over 42,- 
000 individual items in its stock, 
all of which have to be counted, 
weighed or measured accurately | 
and taken into physical inven- | 
tory once each year. 

“There is no limit to the uses | 
of hardware. From the begin- | 
ning of recorded history, work of 
one kind or another has been 
carried on which requires some 
form of hardware. In the mod- 
ern hardware store can be found 
many other items which are 
necessities in the modern house- 
hold and industrial community.” 
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Hardware Age Special Arrives Atlantic City 
Sunday Morning—Leaves Chicago Sat. 2 P.M. 
Convention Hotels Report Heavy Registration 





Special through train to Atlantic City Convention of hardware wholesalers 
and manufacturers will leave Chicago, Saturday, Oct. 19, 1935, at 2 p. m. 
for arrival at Atlantic City on Sunday morning 9 a. m. Via Pennsylvania, 
this special, air-conditioned train avoids changes at North Philadelphia. 
Special round-trip rates available. All RR and other ticket agencies will 
route delegates and their families “Via the Hardware Age Special.” Special 
cars set aside for family groups. Connections are available, with special 
cars, from St. Louis, Indianapolis, Louisville, Mansfield, Cleveland, Cincin- 
nati and Pittsburgh. Full details given in circular available upon request 
to this publication. Delegates are urged to make immediate hotel reserva- 
tions. Convention dates, Oct. 21 to 24, 1935. 





$6,000,000 Bill To Aid Wild-Life 


President Roosevelt’s farm re- 
lief-wild-life refuge program is 
to be vastly extended under terms 
of a bill recently passed by 
Congress and approved by the 
President. The bill appropriates 
$6,000,000 for refuges, authorizes 
allocations by the President of 
additional money for the pur- 
pose from the four billion dollar 
PWA fund and enacts at one 
swoop nearly all new wild-life 
conservation legislation sought 
by sportsmen in the present ses- 
sion, according to the More 
Game Bird Foundation. 

The bill will enable the U. S. 
Bureau of Biological Survey to 
extend its work on establishment 
of a system of federal refuges 


| recommended last year by the 


President’s Committee on Wild- 
life Restoration. Most of the 
projects are to be used to aid 





restoration of the country’s wild 
waterfowl. CCC and other relief 
workers have been assigned to 
the building of dams, dykes and 
other improvement work on the 
sites. 

New laws enacted with pas- 
sage of the bill follow: The 
“Duck Stamp” law, requiring 
waterfowl hunters to purchase 
one dollar federal license stamps 
at post offices, is amended. 
Henceforth pasting of the stamps 
to state hunting licenses or spe- 
cial certificates will not be re- 
quired. Stamp collectors or any- 
one may now purchase them. 

To compensate communities 
for the tax losses due to federal 
refuge acquisitions, payments to 
school or road funds of 25 per 
cent of refuge revenues are au- 
thorized. 

The Lacey Act, regulating in- 





terstate shipments of game and 
other wild-life, is amended so as 
to insure more effective federal 
enforcement. 

Wind Cave National Game 
Preserve in South Dakota is 
transferred to the Department of 
the Interior as a National Park. 





COLUMBIA ENAMELING 
NAMES 0. C. THOMAS 


Effective Aug. 1, 1935, Mr. Or- 
ville C. Thomas will have charge 
of sales in the Chicago area of 
all products manufactured by 
Columbian Enameling & Stamp- 
ing Co., Terre Haute, Ind. Mr. 
Thomas is well qualified to serve 
Columbian’s customers, having 
been connected with the firm for 
over 20 years. During this period 
he has served in various capaci- 
ties which have given him exten- 
sive experience in production, 
advertising and selling of enam- 
eled wares. 
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Henry G. Thompson & Son Co. Sales Policy 
Filed With Institute of Fair Competition 


R. F. Ohmer, vice-president. 
The American Institute of Fair 
Competition, Dayton, Ohio, an- 
nounced on August 20, 1935, 
that the Henry G. Thompson & 
Son Co., New Haven, Conn., 
manufacturers of Milford hack 
saw and band saw blades, and 
an Institute member, had filed 
its sales policy statement. Photo- 
static copies of this statement 
are now available to interested 
distributors. This Thompson 
sales policy statement is signed 
by D. W. Northup, president, 
on June 18, 1935 and bears the 
signature and seal of a notary 
public. The text of the filed 
Thompson sales policy reads as 
follows: 





“1. Milford hack saw md} 
band saw blades are sold, | 
where we have representation, 
exclusively through distribu- 
tors and jobbers who carry 
stocks. Direct inquiries and 
orders from retailers, consum- | 
ers and non-stock carrying 
distributors and jobbers are 
referred to, and are handled 
through, the representative 
Milford Distributor or Jobber 
in the territory where the in- 
quiry or order originated. Dis- 
tributors and jobbers are rec- 
ognized as such according to 
trade custom and acceptance. 
Based on all available facts 
we follow the definition for | 
distributors and jobbers set | 
forth in the former Wholesale | 
Hardware Code approved Jan- | 
uary 14, 1934. | 

“2. Milford hack saw and | 
band saw blades are not sold | 
direct to retailers or con- | 
sumers (U. S. Government | 
Washington Sealed Bids ex- | 
cepted) except in those terri- | 
tories where distribution has | 
not been established. Sales to | 
consumers, when made, are at 
prices not lower than our | 
prices nationally announced | 
for consumers. Sales to re- | 
tailers, when made, are at 
prices enabling nearby distri- 
butors and jobbers to com- | 
pete. 

“3. Milford hack saw blades 
are offered to mail order 
houses and chain stores on the | 
same basis as to retailers, i.e., 
where we have representation | 
are referred to or handled 
through the representative Mil- 
ford Distributor or Jobber in 
the territory where the inquiry 
or order originated, or, where 
we have no_ representation, 
mail. order houses and chain 
stores are classified for all 
purposes as retailers. 

“4. Milford hack saw and 


band saw blades are offered to 


| 
| 
| 
| 
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distributors and jobbers under 
nationally announced suggested 
consumer resale prices. Price 
cutting is vigorously discour- 
aged. 

“5. Milford hack saw and 
band saw blades are sold 
at discounts nationally an- 
nounced. Extreme announced 
discounts are granted to all 
representative Milford Dis- 
tributors and Jobbers carrying 
adequate stocks of these lines. 
No rebates, special prices, 
protection against price de- 
cline, consigned stocks, or 
other special concessions, such 
as advertising, unannounced 
freight, packing and carting 
allowances, etc., are allowed. 
The purpose of this policy is 
to accord each representative 
Milford Distributor and Job- 
ber an equal net cost with all 
other representative Milford 
Distributors and Jobbers. 

“6. Milford hack saw and 
band saw blades, as well as 
all other factory, special or 
private brands of blades, are 
sold at prices not lower than 
the nationally announced dis- 
counts for Milford blades. 

“7, Milford hack saw and 
band saw blades, and_ all 
other factory brands, if manu- 
factured in special design, 
quality, grades, or types, will 
be made available at the same 
prices and terms to all repre- 
sentative Milford Distributors 
and Jobbers in all channels of 
distribution. 

“8. Milford hack saw and 
band saw prices and terms are 
changed and become effective 
only through national an- 
nouncements as may be neces- 
sary from time to time in 
accordance with market con- 
ditions. 

“9. Milford hack ‘saw and 
band saw blades are sold to 
distributors and jobbers on 
terms of 2% cash discount 
tenth proximo or net there- 
after. Freight is allowed on 
individual shipments of hack 
saw blades only, or band saw 
blades only, weighing 100 lbs., 
or over. 

“10. Milford hack saw and 
band saw blades are guaran- 
teed against defective work- 
manship and material. If 
blades are defective, they may 
be returned to the factory, 
upon authorization, and a fair 
and equitable adjustment or 
replacement will be made. 
Second quality blades or over- 
stocks are not sold. 

“11. Milford hack saw blades 
are not sold from warehouse 
stocks. Milford band saw 





blades are not sold from ware- 
house stocks except from 
warehouse stock on the Pacific 
coast. 

“12. Milford Representative 
Distributors and Jobbers are 
given a contract guaranteeing 
faithful performance of this 
sales policy. 

“13. Milford Distributors 
and Jobbers are discriminate- 
ly selected and limited in num- 
ber in a territory. 

“14. Milford Distributors 
and Jobbers upon request will 
be accorded a full and truth- 
{ul disclosure of prices, terms, 
and conditions of any sale 
made by us.” 


STEEL & TUBES CREATES 
NEW SALES DISTRICT 


Steel & Tubes, Inc., Cleve- 
land, Ohio, a subsidiary of Re- 
public Steel Corp., has recently 
created a new sales district in 
order that more concentrated at- 
tention can be given customers 
in the territory normally served 
from Philadelphia. 

The new sales district headed 
by C. J. Boyd, formerly of the 
Brooklyn, N. Y., sales organiza- 
tion as district manager, will 
consist of the states of North and 
South Carolina, Virginia, Mary- 
land, Delaware, southern New 
Jersey, including Trenton, also 
southeastern Pennsylvania. 

Part of the new sales district 
was formerly included in the 
New York sales district and part 
in the Birmingham district. 

J. F. Keeler, formerly of the 
sales promotion department in 
Cleveland, has been transferred 
to the Brooklyn office to head the 
sales promotion work in the 
East; I. H. Anderson, formerly 
of the Philadelphia office, has 
been transferred to the Brooklyn 
Office, and J. S. Anderson, for- 
merly of the Detroit office, has 
been transferred to the new 
Philadelphia office. 

J. D. Benfield and Robert Tur- 
rell, formerly with the electrical 
division of Steel & Tubes, Inc., 
have formed their own organi- 
zation, known as Turrell & Ben- 
field, Inc., with headquarters in 
Detroit. They are representing 
Electrunite Steeltubes and Fretz- 
Moon conduit products in the 
Michigan territory. 


CORRECTION 
On page 50 of the Aug. 15 is- 


sue of Harpware AGE, the date | 
of purchase of the Hutto Engi- | 
| the firm’s products have been 


neering Co., Inc., Detroit, Mich., 
by the Carborundum Co., Niag- 
ara Falls, N. Y., was incorrectly 
stated as July 3. The correct 
date is July 30. 





START PUBLICITY DRIVE 
ON COLEMAN LAMP LINE 


With a new line of lamps and 
with a 10-day test offer whereby 
the public is the judge, the Cole- 
man Lamp & Stove Co., Wichita, 
Kan., has launched an intensive 
nation-wide publicity program to 
spread the gospel of “Live Pres- 
sure Light That Protects Your 
Sight.” 

The new 1936 line of Coleman 
lamps includes, in addition to 
the gasoline-pressure lamps, a 
two-mantle kerosene lamp of 
latest design. It is a pressure 
lamp that burns, the maker 
states, 96 per cent air and 4 per 
cent coal oil, and produces up 
to 300 candlepower of “live,” 
crystal-clear brilliance. 

The lamps have Indian Bronze 
and two-tone Silvertone finished 
founts and the latest Parisienne 
Kid decorated parchment shades. 
An inner globe of genuine Pyrex 
Brand protects the mantles from 
wind and insects. 

This year’s advertisements, in 
addition to featuring the “Eye 
Protection” appeal, stress the 
economy of Coleman lamps. One 
model, the manufacturer states. 
lists at $3.95 less shade and 
globe, and it is pointed out that 
lamps producing up to 300 can- 
dlepower light operate for one 
‘ent a night. 

The 10-Day Test Plan is oper- 
ated through local dealers who 
issue money-back certificates 
guaranteeing refund of the pur- 
chase price if the buyer is no’ 
entirely satisfied. 

Dealers are being supplied 
with banners, displays, folders, 
newspaper ads and a full supply 
of publicity to tie-in with the 
advertisements in the leading na- 
tional and sectional publications 
and a large list of newspapers. 
Along with the lamp advertising, 
Coleman lanterns, self-heating 
irons and other Coleman prod- 
ucts are given publicity, and the 
company reports they are show- 
ing a fine sales increase. 


THE YARD-MAN, INC. 
LEASES PLANT 


The Yard-man, Inc., lawn- 
mower manufacturer of Jackson, 
Mich., has leased the former 
Lockwood plant and is installing 
its equipment. T. B. Funk, presi- 
dent, has announced that prepa- 
ration of the plant will require 
about three months and the com- 
pany should start production 
about Nov. 1. 

Since its incorporation in 1933, 


manufactured under contract by 
the Automotive Fan & Bearing 
Co. and subseauently by the 
Hayes Industries. 
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Next Congress Session Will Push 
Legislation To Curb Discriminations 
Against Independents 


Patman and Mapes Bills developed as result of American Retail Federation 
investigation seek measures to eliminate unfair advantages enjoyed 
chain store organizations through special prices, rebates, etc. Federation 
investigation continues during recess of Congress which meets again in 
January. Hardware lines will come under scrutiny says Mr. Patman., 


By L. W. MOFFETT 


Washington Representative of 
HARDWARE AGE 


criminatory practices against 

independent retailers will be 
pushed for enactment at the second 
session of the Seventy-fourth Con- 
gress, which will convene in Janu- 
ary. Supporters who are advocating 
such legislation contend that it has 
strong favorable sentiment in both 
branches and predict its passage. 

A mass of material for such legis- 
lation was accumulated at the ses- 
sion which just adjourned. More is 
to be gathered. Data obtained came 
from an investigation of the Ameri- 
can Retail Federation followed by 
hearings before the House Commit- 
tee on Judiciary on the bill intro- 
duced by Representative Patman of 
Texas. A modification of the Pat- 
man measure was also introduced by 
Representative Mapes of Michigan. 
Majority Leader Robinson __intro- 
duced a bill identical to the Pat- 
man measure in the Senate. The 
bill has been placed in charge of a 
subcommittee of the Senate Judici- 
ary Committee. Members of the 
subcommittee are Senator Logan. 
Kentucky, chairman; Senator Hatch, 
New Mexico, and Senator Norris. 
Nebraska.* Senator Logan said that 
it is probable that his subcommittee 
will defer action to see what is done 
on the House side. 

Meanwhile the Patman and 
Mapes bills and other proposals will 
be studied during the recess of Con- 
gress by a subcommittee of the 
House Committee on Judiciary. This 
subcommittee consists of Represen- 
tative Utterback, Iowa, chairman: 
Representative Miller, Arkansas, 
and Representative Guyer, Kansas. 
The subcommittee will study the 
proposed legislation and the need 
for it and then determine what ac- 
tion to take. 

Arrangements also have been 
made to continue hearings during 
the recess regarding the American 
Retail Federation by a group of 
House subcommittees of the Judici- 
ary Committee. Hearings will be 


— to prohibit dis- 
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held in New York under the direc- 
tion of a subcommittee headed by 
Representative Sol Bloom. Other 
places where hearings will be held 
are Chicago, Cincinnati and Oak- 
land, Calif. 

Mr. Patman said the hearings, 
which in the past have dealt largely 
with grocer and drug chain store 
discounts, etc., probably will include 
an inquiry as to so-called discrimi- 
nation in favor of chain hardware 
stores in their purchases from man- 
ufacturers. 

The purpose of the proposed leg- 
islation is to eliminate price dis- 
crimination and to prevent large 
buyers from getting lower prices on 
the same quantity lots than are al- 
lowed to independent retailers. 
Other practices such as advertising 
allowances, rebates, etc., will be 
gone into, and under the proposed 
legislation discrimination between 


buyers would be forbidden. The 


Patman bill would permit quantity 
discounts only in costs of produc- 
tion and distribution, and would 
amend the Clayton anti-trust act 
which now prohibits discounts in 
price but permits discrimination in 
price for quantity purchasers. The 
difficulty of enforcing the act, ad- 
ministered by the Federal Trade 
Commission, is the lack of definition 
of quantity purchasers. 

Objection has been made to the 
Patman bill even by those who are 
sympathetic toward its purpose that 
it would require determination of 
the cost .of every commodity pro- 
duced. This, it is held. is virtually 
an impossible task. 

The Mapes bill simply would put 
into effect recommendations of the 
Federal Trade Commission made in 
its final report in connection with its 
chain store inquiry. The FTC rec- 
ommended amendment to the Clay- 
ton act to prohibit discounts in 
prices. 

The Patman bill was written by 
H. B. Teegarden, formerly in the 
anti-trust division of the Department 
of Justice and at present counsel -for 
the United States Wholesale Gro- 
cers’ Association. 

It is believed that legislation final- 
ly determined upon will be drafted 
from the Patman and Mapes bill 
and possibly other suggested mea- 
sures. 





The Package Development Department of the Du Pont Cellophane Co., Inc., 


New York City offers these suggestions for wrapping 


tools in Cellophane 


to prevent tranishing, save time and protect the finish of the.tools. In a recent 
study among hardware stores this company found that 82.31 per cent of the 
stores visited were troubled with the problem of shopworn goods among tools 
and housewares which have a high polish finish, and that 57.69 per cent reported 
this problem sufficiently annoying in that goods showing signs of wear could 


not be displayed. 
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An Historical Sketch of 
Peck, Stow & Wilcox Co. 


SETH PECK 
Founder of Peck, Smith Mfg. Co. 


OUNDED one hundred and 
K fifteen years ago, the history 

of the Peck, Stow & Wilcox 
Co., Southington, Conn., is replete 
with fascinating incidents reflect- 
ing pioneer industrial activity. The 
company was established in 1819, 
about the time the steamboat 
Savannah made its maiden trans- 
oceanic voyage. Before a foot of 
railroad track had been laid in 
the United States, the company 
had established its tool agencies 
at points as far distant as Bir- 
mingham, utilizing horse-drawn 
conveyances. Since then the Pexto 
trade-mark has become a familiar 
insignia in even the most remote 
corners of the earth. Before steam 
or water power had been made 
available, the turnings required 
for the company’s products were 
produced on_ treadle - operated 
lathes. 
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SOLOMON STOW 
Founder of Stow Mfg. Co. 


The history of the development 
and manufacture of tinsmiths’ and 
sheet metal workers’ tools and 
machines in the United States 
closely parallels Pexto’s history. 
The first tinware maker emigrated 
to this country from Ireland in 
1740, but it was not until 1819 
that Seth Peck, patentee of the 
first machine for making tinware, 
began manufacturing operations. 





Editors’ note: Since publishing the 
historical sketches of four Connecti- 
cut hardware manufacturers in our 
last issue (Aug. 29, 1935) this interest- 
ing record of Peck, Stow & Wilcox 
Co., Southington, Conn., has been re- 
ceived. It covers a total of 115 years 
and marks this firm as one of the 
first American industrial enterprises. 
The story tells of the early struggles 
of the business and its ultimate devel- 
opment to its present position in the 
industry. 


SAMUEL C. WILCOX 
First President Roys & Wilcox Co. 


Mr. Peck, the founder of what 
later developed into the’ Peck, 
Stow & Wilcox Company, was a 
pioneer who, in the face of enor- 
mous obstacles, fought his way 
steadily forward, achieving the 
seemingly impossible. 

In 1806, Seth Peck’s brother-in- 
law, Edward M. Converse, an in- 
ventor, began working on a fold- 
ing machine for the manufacture 
of tinware. Thirteen years later, 
on Aug. 23, 1819, the company’s 
story really begins, for on that 
date a patent was issued to Seth 
Peck covering the new machine. 
Operations in the little factory at 
Southington, Conn., were started 
at once, from which a nation-wide 
business was built in a few years. 
As early as 1826 Mr. Peck had 
issued broadcast a placard which 
advertised his complete line of 
sheet metal machines. Even in 
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The Peck, Stow & Wilcox plant at Southington, Conn. 


LYMAN H. TREADWAY 


that early day he succeeded in 
overcoming to a great extent the 
prejudice which labor-saving ma- 


chinery has always met. More 
remarkable still, with not a rail- 
road in the country, he had dis- 
tribution through sales agents in 
New England, New York, Pennsyl- 
vania, West Virginia, North Caro- 
lina, Tennessee, Kentucky and 
Alabama. 

In Seth Peck’s list issued in 
1826 the full line of machines 
sold by him included: folding ma- 
chines, grooving machines, large 
turner, small turner, wiring ma- 
chine, large burring, small bur- 
ring and setting-down machines. 

The Pecks, from about 1819 
until 1850, made most of the parts 
for the small machines. As they 
had no water or steam power un- 
til about 1850, these small ma- 
chine rolls or faces were turned 
on lathes operated by the foot 
treadle. The Pecks were remark- 
able mechanics in the line which 
they invented and developed. The 
design of the small machines 
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which they invented, patented and 
made showed little change until 
1868, when the encased machine 
was put onto the market. The en- 
casing of the vital parts as well as 
the gaged and small adjustments 
embraced the principal improve- 
ments. In 1831, Seth Peck pur- 
chased further metal machinery 
patents from Mr. Converse and 
promptly formed Seth Peck & 
Company, taking in Romeo Low- 
rey as part owner. 

Other things were also happen- 
ing. A new concern, Peck, Smith 
& Company, had been formed in 
1833 for the purpose of manu- 
facturing sheet metal machinery. 
Arrangements had been made to 
pay royalties to Seth Peck & Com- 
pany, the owners of the patent 
rights. The new company con- 
sisted of Orrin Peck, Wyllys Smith 
and Benjamin Seward, and it 
prospered until 1848, when a re- 
organization took place. Co- 
partners in the reorganized com- 
pany were Orrin Peck, Wyllys 
Smith, Benjamin F. Seward, Les- 
ter Smith and William Clark. In 
October of the same year Wyllys 
Smith sold his holdings to Orrin 
Peck, and William Clark’s share 
was equally divided between 
Francis Wilcox and Benjamin F. 
Seward. Meanwhile, in 1843, Seth 
Peck & Company sold all build- 
ings, equipment and patent rights 
to Peck, Smith & Company. Short- 
ly afterward, that same year, Seth 
Peck died. 

In 1848, Peck, Smith & Com- 
pany changed its name to the 
Peck, Smith Manufacturing Com- 


MARK J. LACEY 


pany. During 1855 they pur- 
chased an outfit for making 
monkey-wrenches from a concern 
in Worcester, Mass. With the 
equipment they brought to South- 
ington several of the mechanics 
previously employed in connec- 
tion with that business. 

They began manufacturing this 
line in a small shop and devel- 
oped it quickly and satisfactorily 
until it was necessary in 1856 to 
move all equipment to a larger 
factory which was located on the 
site of the present “big shop” of 
the Peck, Stow & Wilcox Com- 
pany. The first style of wrench 
this company put on the market 
was known as the “Taft Pattern 
Wrench.” Many other styles have 
since been added. Peck, Smith & 
Company continued the develop- 
ment of machines for the manu- 
facture of sheet metal, tin, brass 
and copper ware, until it was 
finally merged into the Peck, Stow 
& Wilcox Company in 1870. 

Some time prior to 1834, quite 

(Continued on page 71) 
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What's New 


for Retail 
Hardware Stores 


Lockwood Hardware 
“Patrician” Locksets 


The Patrician knob, as illustrated, 
has a molded plastic body. Top and 
shank are of solid die cast metal and 
are also available in brass and bronze 
at a slight increase in cost. Plastic 
knob body, solid color throughout, it 


is claimed, has a lifetime permanence 
at the point of greatest wear. Colors 
available are ivory and ebony for gen- 
eral use throughout the house, pastel, 
orchid and green for the kitchen or 
bath, mahogany and red for occasional 
use in keeping with decorative scheme 
of individual rooms. Knob construction 
fastens knob body to top and shank 
so that there can be no twisting. As 
an introductory offer with each initial 
order only, samples of Drake es- 
cutcheons x 43 finish x black knob, 
mounted on ivory 3-in. x 8-in. panels 
will be supplied free of charge as fol- 
lows: One mounted sample free for 
each five-dozen sets on initial order 
up to a maximum of 20 samples for a 
100-dozen order. All other samples at 
regular book prices. Lockwood Hard- 
ware Mfg. Co., Fitchburg, Mass. 
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New and Improved Merchandise— 
Display Helps—Sales Liter ature— 
Window Trims— New Packages 
—New Colors—New Deals— 
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Arcade Mfg. Has 
Power Tools 


Arcade Mfg. Co., Freeport, Ill., has 
developed a line of power tools, con- 
sisting of a lathe, jig saw, drill press. 
bench saw, a double grinder head and 
a disk sander, along with several ac- 
cessories. The No. 24 lathe, illustrated, 
the maker states, features a heavy head 
and tail stock, % in. threaded spin- 
dle, Olite bronze bushed bearings and 
a 4-step cone pulley. Pulley end of 
spindle is threaded for a_ grinding 
wheel. Base, tail stock base, head stock 
base, tool rest and tail stock handwheel 
are of cast iron. Other parts of steel. 
On the No. 25 jig saw, illustrated, the 
pulley is in back of the table and mech- 
anism which, it is claimed, enables the 
operator to tilt the table either way. 
The No. 26 drill press, the maker 
states, can be operated directly from 
a line shaft located back of the drill 
press or from above or below the bench 
level by using the jack shaft, No. T-13. 
No. 27 grinder head will take from 4 
to 6 in. wheels. A work rest is a part 
of each machine. Grinding, scratch, 
buffing polishing wheels and drill 
chuck for %-in. shaft can be mounted 
on this head. No. 28 sander has medi- 
um to coarse abrasives on sander. 
Radii, curves and circles can be sanded 
to size and shape. Standard sheets of 
sand paper or emery cloth can be used. 


| _—— 


Coldwell Offers 
Suburban Lawn Mower 


The Suburban lawn mower, manufac- 
tured by the Coldwell Lawn Mower Co., 
Newburgh, N. Y., is claimed to be quiet 
and easy running. The maker states 
its features are: 10 in. diameter steel 
wheel mounted with pneumatic tires; 
6 in. diameter revolving cutter with five 


chrome, molybdenum, alloy steel, heat- 
treated blades, mounted on double 
riveted end flanges; direct drive 
through internal gears and _ sliding 
pawls; large %4-in. ball bearings, heat 
treated and ground, mounted in steel 
ball retainer; case hardened, ground 
and polished ball cups; cones, threaded, 
adjustable, case hardened and ground 
with rubber covered guard roller car- 
ried on ball bearing mounted on roller 
hanger; high carbon, alloy steel bottom 
knife, heat treated, lipped cutting edge; 
full shouldered type tie rod, % in. 
cold roller steel. Gold body with green 
trim, green tie rod and handle bales. 
Height of cut is adjustable from % in. 
to 1% in. Width of cut, 14, 16, 18 in. 
Shipping weight, 50, 52, 54 Ib. 


Zouri Store Front 
Catalog No. 22 


The catalog illustrates typical Zouri 
store fronts in use on stores in various 
sections of the country. It give il- 
lustrations and details of Zouri awning 
and transom bars, recessed awning 
bars, entrance doors, hinged and pivot- 
ed windows, grilles and _ thresholds, 
ventilators, showcase doors, bulkheads, 
cast enrichments, brake and rolled 
mouldings and shower stall doors. 
Zouri Co., Niles, Michigan. 
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SHEETS 
Coated with 
Zinc of 
High Purity 





HE high purity of prime western 
spelter contributes to the bright 
appearance and even-spangling of Bethle- 
hem Galvanized Sheets. Zinc of such 
purity, tightly put on, affords a strong 
first-line defense against rust. 








A second line of defense against 


COPPER rust is offered by the copper- 
BeTH- (i. joy ) bearing base of sheets of Beth- 
Beaaine/ Cu-Loy. Beth-Cu-Loyis the logi- 


cal sheet for severe exposure. 








BETHLEHEM STEEL COMPANY 


GENERAL OFFICES: BETHLEHEM, PA. 











Patent Safety Wire Cutter 
and Bolt and Rivet Cutter 


The Helwig Mfg. Co., St. Paul, 
Minn., has a non-conductive Patent 
Safety Wire Cutter (top illustration) of 
simple design, few parts and sturdy 
construction. Handle treated to pro- 
vide against electric shock. Knives 
held firmly between two steel plates 
full length to cutting edge. Claimed 








to be readily accessible for close and 
confined quarters. No. 3, weight 6 lbs., 
length 31% in., capacity % in. solid 
copper wire; 500,000 C. M. stranded 
copper wire. Maximum opening at 
tip, 1 in. No. 4, weight 4 lbs., length 
28 in., capacity % in. solid copper 
wire; 300,000 C. M. stranded copper 
wire. Maximum opening at tip 1 in. 

The Bolt and Rivet Cutter (bottom 
illustration) is scientifically constructed 
of high grade materials and is light 
and strong. Simple parts. Constructed 
so that bolt or rivet may be clipped 
off close to the work. Special jaws for 
cutting cables and hard rods. Knives 
stand on a bevel so that hands of op- 
erator are free from surface. All parts 
interchangeable. Maker states No. 1, 
weight 15 lbs., length 40 in., cuts % 
in. bolt and less and lists for $13; No. 
2, weight 7% lbs., length 32 in., cuts 
% in. bolt and less, list $9; No. 3, 
weight 5 lbs., length 26 in., cuts % in. 
bolt and less, list $7; No. 4, weight 
2% lIbs., length 18 in., cuts % in. bolt 
and less, list $5. 


“Champ” Combination 
Padlock and Display 


The Master Lock Co., Milwaukee, 
Wis., announces three combination 
locks, the Nos. 100 (illustrated), 210 
and 217 Master “Champ” Padlocks. 
The No. 100 padlock, the maker states, 
has a 1 15/16 in. double-wall case, 
consisting of a heavy steel cadmium- 
plated inner case, enclosed in a sturdy 
nickel-silver, satin-finished outer case. 
It may be embossed on back with or- 
ganization or club emblems, insignia, 
initials, etc., at a nominal initial charge. 
Brass dial is finished in black gloss, 
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with step graduation and numerals in 
white. Brass knob has knurled edges to 
facilitate operation. It is stated a new 
feature of this lock is the shackle ac- 
tion, which, when released, automatical- 





ly disturbs the tumblers. It is claimed 
it is then impossible to open lock again 
without re-dialing combination. By 
pushing shackle into case, the lock re- 
locks. The suggested retail selling 
price, the manufacturer states, is $1. 
No. 210 is same as No. 100 except that 
it has an adjustable shackle. No. 217 
has a 7 in. adjustable shackle—offered 
as a bicycle lock. All three are indi- 
vidually packaged. Supplied six to the 
counter display carton. The display in 
five colors, consists of counter board 
in form of cut-out safe, supported by 
Master-patented wire easel. A No. 100 
“Champ” is fastened to front of display. 
Above door is magnified dial. 





Noiseless Electric 
Boat For Fishermen 


An electric boat for fishermen with 
a 2 miles per hour trolling and casting 
speed is being introduced by Electri- 
Craft Corp., Syracuse, N. Y. Features 
are its freedom from noise, making it 
possible to move over water without 
scaring fish. Starting, stopping, re- 
versing is dene by touching an electric 
switch. Manufacturer ‘states boat re- 
quires no servicing. 





Wesix Electric 
Portable Heater 

A portable electric heater operating 
from any 110-volt outlet is announced 
by Wesix Electric Heater Co., 360 First 
Street, San Francisco, Cal. The maker 
states that it has a capacity of 1250 
watts, and that its heating element is 
of nickel chromium wire, supported in 
grooves so that it cannot sag or short; 
Ceramic “chimney” providing flue suc- 
tion is mounted on springs to take up 
jars and jolts. It is claimed that the 





heater circulates approximately 160 ft. 
of warm air per minute and spreads it 
evenly over a 180 degree angle. Legs 
and back are said to remain cool. Body 
is attractive silvery aluminum with 
Monel Metal trim, and handle is of 
Bakelite. Size of heater, 17 in. high. 





Rawlplug Booklet On 
Wood Screw Anchors 


An attractive booklet giving helpful 
and interesting data on the construc- 
tion, use, and advantages on Rawl- 
plugs, wood screw anchors, has re- 
cently been issued by the Rawlplug Co., 
Inc., 98 Lafayette Street, New York. 
The booklet, Bulletin U-100, tells 
briefly and concisely what size drill 
and Rawlplug to use with any size 
wood or lag screw. 


Wilson Catalog For 
Protective Devices 


This catalog describes and illustrates 
industrial safety devices for the head, 
eyes, nose and throat. It shows goggles 
of all types, Dustite respirators, fume 
and smoke masks and Airline respira- 
tors, welding helmets and handshields, 
Super-Tough lenses and Wilson-Weld 
glass and abrasive blasting helmets. 
Each item illustrated has a compact 
description explaining its features. The 
last two pages are devoted to price in- 
formation. Wilson Products, Inc., Read- 
ing; Pa. 


Pexto “Lets Go”’ 
Roller Skates 
The Peck, Stow & Wilcox Co., South- 





. ington, Conn., has recently announced 


that the Pexto “Lets Go” Roller Skates 
can now be procured with all up-to-date 
practical improvements and in addition 
a choice of either single or double row 
ball bearings. 
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Electricity on 
Farms 


(Continued from page 41) 


depend on candles or are entirely 
without light; 

33 per cent heat their homes 
partially or entirely with fire- 
place; 

54 per cent heat their homes 
partially or entirely with stoves; 

48 per cent have to do their 
laundry work out of doors. 

It has been pointed out that the 
success of rural electrification de- 
pends largely upon the support 
and cooperation received from the 
farm communities. For the farmer 
wanting to share in the benefits of 
rural electrification the REA pro- 
gram calls for cooperative effort 
with neighboring farmers so that 


projects of sufficient size can be | 


presented for consideration. It 


means not only a desire for elec- | 


tric service for oneself, but a will- 
ingness to work with one’s neigh- 
bor, it was pointed out, in order 
that a self-liquidating project can 
he developed from the loan. 

The government’s aim is that 
the cost of line building and wir- 


ing, the rates for service, and the | 


cost of sanitary equipment and 
electrical appliances shall be 
brought within the means of the 
greatest number of farmers. To 





make this possible each project | 


should serve as many homes as 
possible in the territory in which 
it is built. Loans will be made for 
projects by REA to all groups, 


public or private, which submit | 


sound projects and demonstrate 
their ability to operate them. The 
loans will be secured by the gen- 


eral credit of the borrower, or in | 


certain instances by the line itself. 
It was stated that no farmer will 


be required to mortgage his home. | 


Additional loans will be arranged 
for installing plumbing and sani- 


tary fixtures and the purchase of | 


moderately priced electrical ap- 


pliances. 
Farmers have been asked by Mr. 
| Cooke to find out how many 


neighbors live within five to ten 
miles of their homes who would 
pay for electricity if they could get 
it at a moderate price. They also 
have been asked to find how much 
of it would be used and for what 
purpose—-grinding feed, heating 
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Sales Display 
Actual “CHAMP” mounted on realistic safe 
background, illustrating the “built-like-the- 
lock-on-a-safe” feature. Very attractive — five 
colors. First self-selling counter sales display 
ever offered on a combination padlock. 


WES Crd a 


MILWAUKEE, WIS.,U.S.A. 
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water, cooking, preserving food in 
an electric refrigerator, lighting 
the home and pumping the water. 
When the facts have been gath- 
ered, Mr. Cooke suggested that 
they be sent to REA. He stated 
that REA gas projects pending 
from almost every state in the 
Union and that many of them ap- 
pear economically sound. Studies 
were said to indicate that they 
would be self-liquidating. 

Farmers have been told that 
electricity may be brought to 
them: 

First: Through farm coopera- 
tive or profit-sharing organiza- 
tions. 

Second: By a state or political 
subdivision of the state, such as a 
power district or a municipality. 

Third: Through private utility 
companies with or without finan- 
cial aid from the government. 

Lastly, the lines may be built 
wholly under federal auspices. 

The erection of lines will be di- 
rected by contractors, utility com- 
panies, states and subdivisions of 
states, farmers and in some cases 
by the government itself. 

REA is working on standard 


specifications for low cost depend- 
able construction of power and 
light lines, it was announced. It 
was stated that engineering tests 
have established beyond doubt the 
fact that rural lines can be built at 
a figure well below that heretofore 
commonly used as a basis for rural 
extensions and in fixing rates for 
rural service. In general, it is pro- 
posed that a rural power and light 
project which stands alone, distant 
from any existing electric service 
line, should embrace not less than 
25 miles of lines. Where it can be 
made an extension of existing 
lines, however, a much smaller 
project may be feasible. 

It is estimated that electric lines 
which will bring current for light 
and power to the farm can be 
built under favorable conditions 
for about $1,000 per mile, though 
it is recognized lines cannot be 
built everywhere so cheaply. The 
estimate of $1,000 in the opinion 
of REA officials, will hold good 
where the roads along which the 
lines may be built are compara- 
tively straight, where there is not 
much interference from trees and 
other conditions are good. The 








Now Ready! 


PERFECTED 


New $0-LO 


Backed by 8 BIG MONTHS 
of Steady Advertising 


average cost per customer is fig- 
ured at' $333 because many of the 
estimates are based upon three 
farm customers to the mile of line. 
Erection of power lines obviously 
is the first essential before the pur- 
chase of electrical appliances. 





INFORMATION DESIRED 
IN APPLICATION FOR 
RURAL ELECTRIFICA- 
TION LOAN 


1. ORGANIZATION INITIATING 
PROJECT 
A. Name of group.............. 


B. Number of members......... 


C. Representative who will deal 
with REA: 


2. THE LOCAL UTILITY SITUA- 
TION 


A. What is the name of the local 
utility ? 


B. On what terms does the local 


C. Has it expressed any inien- 
tion of taking part in the 


3. PROPOSED LINES AND CUS- 
TOMERS (to be supplemented 
by sketch map) 


A. Number of separate lines.... 
B. Number of miles of line..... 


C. Number of prospective cus- 
tomers 


D. Approximate average amount 
each prospective customer is 
willing to spend per month 


ie a eee err 


E. Approximate average amount 
each _ prospective 
would pay in monthly install- 
ments for appliances (refrig- 
erator, range, water heater, 
water pump, motor, etc.) in 
addition to the amount he is 
willing to pay for the energy. 





F. Number of each class of ap- 
pliance which would prob- 
ably be connected. 
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4. OPERATING 
TICS 


A. 


refrigerators.. water pump... 
ranges ....... utility motor .. 


CHARACTERIS- 


Source of energy for rural 
lines : 


Name of company to supply 
GED Soret iects oc keceaus 


Wholesale rate for power 
which is to be paid to the 


service company.......... c 
per KW 


Point of contact with the ser- 
vice company supply....... 


. Organization which would 


own, operate and maintain 
the proposed lines........... 
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MODERN in Cooking 
EFFICIENCY 





One-Piece Seamless 
Cast Aluminum Oven 


—no joints to crack or come apart. No 
smoke or fuel gas can get into the oven. 


—rapid heatconductor. Bakes and roasts 
with gas-range speed. 8 loaves of bread 
baked perfectly, all at one time in 45 min- 
utes. Biscuits in 20 or 25 minutes—from 
a cold stove start. 
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NO MATTER WHERE THE HOUSEWIFE 


LOOKS AND SHOPS— 

No other Range will satisfy her after seeing the 
SIMMONS THERMFLOW and inspecting its features 
Gleaming porcelain enamel finish in ivory and green, ivory 
and tan, or white and black. 

Rounded corners and edges with streamline bevels. 
Cooking top of highly polished, rust resisting gunmetal finish. 
Swinging-type oven door — out of the way when open. 
Continuous hinge prevents sagging and seals oven end. 
Snug fitting oven racks slide out into full view without tilting. 


Flues at back of oven and between oven and firebox equal- 
ize the heat. Handy flue cleanout at rear. 


Large fuel pouch and firebox. 
Bakelite handles stay cool. 
New type lifter cannot slip or drop lids. 


SIMMONS HARDWARE COMPANY e ST. LOUIS 


“The Recollection of QUALITY Remains Long After the PRICE Is Forgotten’—E. C. SIMMONS 
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Two KINDS 
of HEAT! 





HE Wesix electric heater has won 
the highest praise as the first port- 
able electric heater that really heats. It 
gives quick warmth, economically, in the 
bathroom, bedroom or any small room. 
It really heats because of its unique double- 
action heating principle. 

1. Its Chimney-like, Vertical Core rap- 
idly forces the air to heat and CIR- 
CULATE throughout the entire room. 

2. Its Spiral Coils RADIATE a cheerful, 
warm glow like that of a fireplace. 


Do not confuse the Wesix 
with spot heaters, fan heat- 
ers or other heaters with 
moving parts. Emphatically 
not—the Wesix, used by 
400,000 persons, is a porta- 
ble electric heater made on 
the same principle as_ its 
famous big brothers which 
use the natural laws of cir- 
culation to set air in motion. 
A heated chimney draws the 





cold air off the floor and cir- Wesley Hicks 
culates the warmed air to INVENTOR 
every nook and corner. Be- He made the 


eause of this patented, cor- 
rect design, the Wesix has 
out-sold all other makes of 
portable electric heaters for 
seven years. 


Send for Money-Making 
Sales Plan 


Just out—the Wesiz 8-POINT 
SALES PLAN—all the 


first practical 
electric heat- 
ers. Now, fam- 
ous architects 
everywhere 
specify them 
for homes, 
schools, apart- 
ment is, 
hospitals, big 
buildings and 
even whole 





of seven years’ successful electric 
heater selling. Here is positively 


Seven years 





the Orst sure-fire plan for making 


money selling a successful elec- Hic ign- 

tric heater. Get this free plan and eda small 
full details on the West. Be ready able electric 
make money—national edvertis- ter on the 
ing will appear this Ball. Write same ple 
a once, Auk for SPOINT SALES as the larger 
PLAN Wesix heaters. 
It won instant 
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You Are Known by Your Store Front 


(Continued from page 33) 


their premises and improve ap- 
pearances. 

It was through similar foresight 
that the senior Sipler came into 
the hardware business back in 
1901. He had been a harness 
maker and dealt solely in that line. 
He saw the horse being forced 
into the background, if not dis- 
carded, by the automobile and de- 
cided not to be caught with no 
other line of merchandise when 
Dobbin’s eclipse should have been 
accomplished. He put in a small 
stock of hardware items and upon 
that has built the present fine re- 
tail hardware business. 

While the store carries many 
fast-moving items and they are 
considered of utmost importance. 
Mr. Sipler believes that by the 
very nature of the hardware busi- 
ness it must always carry the slow- 
moving items also. He pays close 
attention to the demands of his 
customers and the things they ask 
for that are not carried. In this 
way he keeps his stock adequate 
to the demands of the trading 
area. He has provided two price 
ranges in the hand tool line, home- 


owners frequently wanting tools 
that are capable of satisfactory 
service while yet in the lower price 
range. High grade tools are car- 
ried to meet the quality needs of 
the mechanic. 

The Sipler firm concentrates on 
one line of paints and the front 
left side of the store is given over 
to that department which is show- 
ing pleasing activity just now due 
to the general resumption of re- 
pairing and painting by home- 
owners and others, probably indi- 
cating the return of better times. 

The entire store gives the im- 
pression of full stocks of good 
merchandise, a factor, the pro- 
prietor believes, in getting and 
holding trade. A store well stocked 
with clean and well kept merchan- 
dise, with a management that be- 
lieves in looking and planning 
ahead, inspiring its retailer neigh- 
bors to snap up their stores, wel- 
coming a large selling organiza- 
tion to town because it will help 
to attract trade. and with the ad- 
vantage that a fine modernized 
store front gives. should be suc- 
cessful. 


The World of Romance 


(Continued 


pt might have learned to whis- 
per “Come up and see me some 
time.” But maybe she did any- 
how. 

Then if King Arthur could have 
sat in his easy chair by the fireside 
in his castle and listened to the 
radio as we do, that would have 
been magic to him. And suppose 
he had been invited to pick up the 
telephone and chat with Iseult, 
the lady of the beautiful white 
hands, across the Irish channel. 

Now I can see the editor of the 
Harpwake ACE ruffling his Jovian 
brow when he has read so far 
in this article without seeing any- 
thing on the subject of how to sell 
more hardware. It is therefore 
up to me to make a practical sug- 
gestion. I had intended to write 
this article in time for Labor Day. 
It is just about this time of the 


from page 36) 


year that all the children are “en- 
thusiastically” getting their books 
together, preparing for the re- 
opening of school. Thousands of 
them are coming home from the 
seashore. the lakes and the moun- 
tains. Now wouldn't it be fine 
for some manufacturer or jobber 
to get up a series of show windows 
for children, illustrating King 
Arthur’s Court and the Knights 
of the Round Table. Imagine 
King Arthur dressed in armour. 
that suit of armour for instance 
that we see on his bronze statue 
at Innsbruck, handling a .22 rifle. 
The caption of the show window 
might be “King Arthur never had 
a rifle like this, which only costs 
$5.00.” Then Queen Guinevere 
could be shown admiring a beau- 
tiful set of cutlery that had just 
been presented to her by Lancelot. 
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An Historical Sketch of Peck, Stow & Wilcox Co. 


probably in 1833, Romeo Lowrey 
organized a company at Plants- 
ville, Conn., called Plant, Neal & 
Co., purposely remaining the silent 
partner in the business. Mr. Low- 
rey’s close association with Seth 
Peck probably gave him the in- 
spiration to begin the manufacture 
of tinsmiths’ tools and machines 
on his own account. He located 
his factory on the Quinnipiac 
River, in Plantsville. This con- 
cern brought to Plantsville from 
Kentucky a Mr. Newton, who de- 
signed the first double seamer ever 
made, known as Newton’s double 
seamer. 

Some few months later a min- 
ister by the name of Moore was 
shown through their plant. Mr. 
Newton was very proud of his 
invention, and was confident that 
the design could not be improved 
upon. Rev. Moore, who was a 
good mechanic, was inclined to 
question some of Mr. Newton’s 
claims, at which Mr. Newton ex- 
claimed: “The Almighty cannot 
make a better double seaming ma- 
chine,” to which Rev. Moore re- 
plied, “I will think about it.” In 
less than a year Rev. Moore re- 
turned to Plant, Neal & Co. with 
a design for Moore’s double 
seamer. The Newton’s double 
seamer was immediately discon- 
tinued and the Moore’s double 
seamer, in an improved type, is 
being manufactured at the present 
time. 

The Stows also made the first 
forming machine. These formers 
had 2%4-in. rolls, and were intro- 
duced in 1845. In 1834, Solomon 
Stow erected a small plant on the 
Quinnipiac River, where he made 
brass gear wheels and other parts 
of machines for Seth Peck & Com- 
pany. His early efforts were en- 
tirely successful, and in 1849, at 
the expiration of the Peck & Con- 
verse patents, he took his sons, 
Orson W. and Enos E. Stow, into 
the business and branched out 
under the name of S. Stow & Sons. 
His output consisted of a full line 
of sheet metal-working machines, 
including beading machines. 

A few months later, in the same 
year, Dwight Twitchell and Sam- 
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(Continued from page 61) 


uel R. Shephard purchased out- 
right the factory and good-will of 
Plant, Neal & Company, and were 
absorbed immediately by S. Stow 
& Sons. In 1852, S. Stow & Sons 
became a joint stock corporation, 
and the name was changed to S. 
Stow Mfg. Company, with a capi- 
tal stock of $26,000. The company 
bought a water power and erected 
new shops. Eighteen sixty-seven 
saw the capital stock increased to 
$31,200. Three years later the 
company joined forces with its 
two strongest competitors and be- 
came known as the Peck, Stow & 
Wilcox Company. 

The year 1785 marked the 
earliest efforts of the pioneers 
who blazed the trail for the Roys 
& Wilcox Company. The exact 
date is not definitely known, but 
industrial history tells us that at 
least as far back at that time one 
Elias Beckley, Jr. (who was a de- 
scendant of Richard Beckley, the 
first settler in that region) was 


making tools in or near “Beckley 
Quarter,” Berlin, Conn. 

One of Beckley’s employees was 
Edmund North, who in about 1800 
formed a partnership with his 
brother Jedidiah. Sixteen years 
later this partnership formed a 
company under the name of 
J. & E. North. After the death of 
Jedidiah, the firm, as E. North & 
Co., continued the business for 
some years. These facts about the 
Norths are particularly interest- 
ing and important because it ap- 
pears they taught the art of tool- 
making to many who later went 
into business for themselves. 

For instance, in 1823, William 
Bulkeley, Sr., an experienced em- 
ployee, bought a shop building 
and with his brother Justus be- 
gan making tools by the use of 
horsepower. The firm name was 
J. & W. Bulkeley. In 1835 the 
Bulkeleys bought water power 
rights, which they used until the 
death of Justus in 1844. Soon 
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afterward they sold out to Lyman 
Wilcox, and the two William 
Bulkeleys (father and son) put 
in steam power and made tin- 
smiths’ tools until the death of 
the father in 1878. 

The Bulkeleys were the first to 
form snips and bench shears in 
dies. There is an interesting story 
in this connection. The dies con- 
sisted of a small block of steel 
bearing the impression of the 
snips or bench shears on the side 
opposite the cutting edge; or, in 
other words, the beveled side, or 
outside. Steel was heated to a 
white heat, placed in the die and 
the blade was formed by hammer- 
ing the steel into the die by hand. 
This process gave the snips and 
bench shears practically as, per- 
fect lines as the present method of 
drop forging them in a drop forge. 

William Bulkeley, Jr., is au- 
thority for the statement that his 
father was the first to make shears 
for cutting circles. Mr. Bulkeley 
began making these shears about 
1839. Before that time cirlces 
were traced on the metal and were 
then cut to the line with a pair of 
straight hand-snips. 

Meanwhile, Franklin Roys and 
Josiah Wilcox, who had also 
learned the trade under the 
Norths, had set up a factory at 
North Greenwich, Conn. In 1840, 
Franklin Roys returned to Berlin 
and started F. Roys & Co. His old 
partner, Josiah Wilcox, remained 
at North Greenwich and made 
tools for S. Stow Mfg. Co. The 
personnel of F. Roys & Co. ¢on- 
sisted of Franklin Roys, Noah C. 
Smith, Benjamin Wilcox and Ben- 
jamin F. Savage. They began by 
making tinners’ tools in a former 
carriage factory. This plant was 
destroyed by fire shortly after- 
ward. 

A limited partnership grew into 
existence a short time later, under 
the name of Roys & Wilcox Co., 
consisting of Franklin Roys and 
Edward Wilcox as general part- 
ners, and Samuel C. Wilcox and 
Elisha Norton as silent partners. 

William Bulkeley, Jr., has also 
stated that the first squaring 
shears ever made in the United 
States were constructed to operate 
by hand and were made by the 
Roys & Wilcox Company. They 
were fastened to the bench and 





were operated by a hand-lever in 
the manner by which photographs 
are now trimmed at the present 
day. 

Hand - power squaring shears 
continued in popularity until 
1852, when patterns for the first 
foot-treadle squaring shear were 
developed. A few years later the 
Roys & Wilcox Company intro- 
duced a square shear of more ad- 
vanced design. This shear was 
very heavy, had a rotary lever mo- 
tion, and was operated by a foot- 
treadle. 

During the period from 1854 to 
1870 (the date on which this 
company was merged into the 
Peck, Stow & Wilcox Company) 
they built spacious brick build- 
ings, an iron foundry, a machine 
shop and a drop forge shop. In 
this plant they manufactured a 
very complete line of tinners’ 
tools and machines, as well as 
other mechanics’ tools, such as 
blacksmiths’ shoeing pincers, pul- 
leys, gate hinges, coffee pot han- 
dles, and various other tools and 
hardware items of the day. 

The formation of the Peck, Stow 
& Wilcox Company in 1870 was 
due largely to the acumen and in- 
defatigable industry of its first 
president, Roswell A. Neal. Mr. 
Neal became identified with the 
business in 1849, at which time he 
came to Southington from Bristol 
and Forestville, Conn., where he 
had spent his youth. He became 
associated with Peck, Smith & Co. 
as a partner and general manager 
in the manufacture of tinners’ 
tools. In their interest he traveled 
the entire country selling most of 
the production, thus gaining an 
extremely close acquaintance with 
the trade. The business grew rap- 
idly. By 1860 Mr. Neal was presi- 
dent of the company. Then came 
the Civil War, and with it a large 
contract for bayonets. Through- 
out the war the company’s success 
was remarkable. But following it 
competition became strong, ren- 
dering business decidedly unprof- 
itable, until through Mr. Neal’s 
business enterprise a consolidation 
was brought about, in 1870, be- 
tween his firm (then known as the 
Peck, Smith Mfg. Co.), S. Stow 
Mfg. Co., Plantsville, Conn., and 
Roys & Wilcox Co., Berlin, Conn. 

With largely increased capital 
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@ Luke-warm interest in painting and decorating is 


often changed to action when prospects see the Lowe 
Brothers Pictorial Color Chart. 

This chart eliminates all guessing about color com- 
binations. In large, full color illustrations, made with 
actual paint, it shows correct color schemes for various 
types of houses and every kind of room. 

And we’re mot merely giving you this sales aid. We’re 
helping you cash in on it. We’re using a liberal amount 
of space in leading national magazines and farm pub- 
lications to tell your prospects about the chart. We are 
urging them to see it at your store. 

And we are giving our dealers many other effective 
helps. New window trims, new window streamers— 
interesting booklets and folders which we mail direct 
to your prospects—newspaper advertisements all ready 
to run. 

When you sell Lowe Brothers products you have a 
sales-minded organization behind you—and with you. 


THE LOWE BROTHERS COMPANY, Dayton, Ohio 


Brother 


PAINTS @ VARNISHES 
QUALITY UNSURPASSED SINCE 1869 


SEPTEMBER 12, 1935 

















le’s Time for 
HEATER WICKS! 








| 


this season. Remember, 

you don't have to carry 
numerous sizes of wicks for each type of circulating heater 
and oil stoves. All you have to do is to stock the SUPREME 
in two popular sizes that will fit virtually every type of 
circulating heater and oil stove using asbestos wicks. 


The wise retailer concentrates on SUPREME Wicks for 
these reasons, too: 


. . . Every SUPREME Wick is fully guaranteed to the con- 
sumer on a money-back basis. 


O after this heater wick 
eo business in the right way 


. .. SUPREME gives more value for the money. 


. . . More than a million readers of national publications 
are reading about SUPREME Wicks and these ads refer 


them to your hardware store. 


. .. SUPREME Wicks are not sold in chain stores or mail- 
order houses. 


. . . Available in two popular sizes . . . standard size re- 
tailing at (5c, giant size at 25c. Come packed in an at- 
tractive counter-display box. 


. . « Every user of the following makes of oil stoves and 
circulating heaters is your customer: NESCO, GARDNER, 
TROPICAL, ROYAL, AMERICAN, EVERITE, FLORENCE, 
SAVOIL, WINDSOR, HUENEFELD, ACE, E-Z-EST WAY 


and many others. 


Ask your jobber to show you SUPREME, and he'll show you 
the way to PROFITABLE volume wick sales. A trial order 


will convince you. 





MARYLAND ASBESTOS 


PRODUCTS COMPANY 
BALTIMORE, MARYLAND 
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DEALER 
Can Sell 


KLEINS 


Electricians and good mechanics 
everywhere know that good work- 
manship depends on good tools. In 
pliers Kleins are recognized as the 
standard of quality by which all 
others are judged. ‘Since 1857" the 
name Klein has 
been thestandard 
in the electrical 
field. This reputa- 
tion for the finest 
will help sell pliers 
for you and in- 
crease your tool 
profits. Be sure to 
stock and push 
Kleins. 


Distributed 











jobbers 





Attractively mounted on brilliant dis- 
play cards, wrapped in cellophane, 
Klein Pliers help sell themselves. 


rears GLE DN enccs 


3200 BELMONT AVE., CHICAGO, 
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the Peck, Stow & Wilcox Com- 
pany thus came into existence at 
Southington, Conn., where it has 
remained ever since. 

On June 5, 1879, they pur- 
chased the business and property 
of the Hart, Bliven & Mead Mfg. 
Co., of Kensington, Conn., and the 
business of the Cheshire Edge Tool 
Co., of Cheshire, Conn. The latter 
company had then but recently ac- 
quired the chisel manufacturing 
business of Johns & Co., Mixville. 
Conn. 

In 1887, E. E. Stow succeeded 
R. A. Neal as president, the lat- 
ter’s health finally causing him to 
retire. By this time the company 
had grown until it was a business 
capitalized at one and one-half 
million dollars, having 350 stock- 
holders, employing 1000 men and 
doing the largest hardware and 
tool manufacturing business of its 
kind in the country. Factories 
were located in Southington, 
Plantsville, East Berlin and Kens- 
ington, Conn., and Birmingham, 
Ala. 

Until 1899, E. E. Stow guided 
the destinies of the company. Un- 
der his leadership the business as 
a whole grew with the times, and 
some new tools were added to the 
line, most noteworthy of which 
was the Samson brace. This brace 
was a direct outgrowth of the first 
American-made bit brace _pro- 
duced by the company in 1850, as 
pictured in an accompanying il- 
lustration. The first ratchet brace 
was also introduced by the com- 
pany in 1883. This latter brace 
was fitted with what has since be- 
come known as the Peck Jaw, an 
adjustable spring jaw. 

In May, 1897, the company 
offered its famous Samson brace, 
fitted with ball-bearing head and 
chuck, with alligator jaw to hold 
round or square shanks, either 
straight or taper. This brace was 
originated by the company, and 
until the patent expired a few 
years ago, was exclusively manu- 
factured by Pexto. 

In 1925 the business of D. H. 
Stoll, Buffalo, N. Y., was pur- 
chased and moved to Southington, 
giving the Peck, Stow & Wilcox 
Company equipment for manufac- 
turing a line of heavy sheet metal 
working machines, which greatly 
augmented its line of small sheet 
metal working machinery. 


Four years ago Pexto “Let’s Go” 
roller skates were added to the 
company’s lines, and shortly after 
the now widely known line of in- 
dividually price-tagged, guaran- 
teed Worth tools was placed upon 
the market, so that hardware 
wholesalers could provide inde- 
pendent dealers with tools to com- 
pete with those offered by syndi- 


cate competitors. 


The original Pexto—first brace made 
in America. 


With the more modern trend 
toward the adding of practical 
trade courses of study to the cur- 
riculum of schools, the Peck, Stow 
& Wilcox Company has generously 
assisted. Complete school text- 
books, covering full school terms, 
have been developed, and an 
educational department built up 
which many trade and high schools 
have found extremely valuable. 

A. R. Treadway succeeded Mr. 
Stow to the president in 1899, 
and continued in that capacity un- 
til 1911. During his leadership 
the design of many tools was fur- 
ther improved. Beginning in 1904 
the exporting of Pexto products 
was expanded until world-wide 
distribution was achieved. Lyman 
H. Treadway became president of 
the company in 1911. Under his. 
direction a great plant consolida- 
tion occurred at Southington, and 
the various lines of tools were en- 
larged and improvements made in 
design and construction. 

In 1933, George S. Case, then 
president, became chairman of the 
board, and Mark J. Lacey, then 
vice-president in charge of sales, 
was elected president and general 
manager. Present officers of the 
company are: George S. Case, 
chairman of the board; Mark J. 
Lacey, president and general man- 
ager; Frank L. Wilcox, vice-presi- 
dent; Charles F. Treadway, vice- 
president and treasurer; Ralph 
W. Hurlbut, secretary; and Sam- 
uel C. Wilcox, assistant secretary 
and assistant treasurer. 
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Style... 


Hardware DOES MAKE A DIFFERENCE 


In these days of modern kitchens 

... all visible equipment must 

be in keeping with its surround- 

a n Uu a C i Uu re r S ings. Style is a tremendous fac- 

tor in creating sales appeal for 

any kitchen accessory. The new 

streamlined Arcade Crystal Aro- 

matic Coffee Mill is strictly mod- 

ern and a decorative piece of 

kitchen equipment in its black 

enamel with silver trimmings. It 
has what it takes to make sales. 


THE CRYSTAL AROMATIC 
COFFEE MILL 


,| Regulated by a small lever, the 
adjustable grinding burr permits 
grinding to any degree of fineness 
from coarse to pulverized. Air 
tight glass hopper . . . graduated 


Help their dealers increase sales receiving cup for measuring. 
through cooperation with Bunting Write for details. 
Business Getting Store Magazines ARCADE MFG. CO., FREEPORT, ILL. 


No cheap throw-aways are Bunting SOLD BY 
Store Magazines. Instead, they are ARCADE beeen 
dignified monthly selling magazines 
which go direct to the home and are HARDWARE 
read. 

In 1925 Bunting Business Store 
Magazines were created to assist re- 
sponsible hardware dealers to secure 
the business of SUBSTANTIAL 
buyers in their communities. How 
well these dignified publications have 
served hardware merchants, jobbers 
and manufacturers is attested by the 
startling fact that on June 3, 1935 
the 100,000,000th Bunting Store 
Magazine came off the press. 





























CRAFT TOOLS 


For the Home 


WORKSHOP 


The new line of Arcade 
Craft Tools are design- 
ed for the thousands of 
men who want home 
workshop equipment but 
are limited in the 
amount of money they 
can invest in power 
tools. The line includes 
a 30 inch wood working 
Lathe, a 10 inch throat 
Jig Saw, an 8% inch 
Disc Sander, a Drill Press, and a Grinder Head 
. also many accessories. 





The success of this selective store 
service is due to the practice of the pee eee 
Bunting Organization of providing a , 
dignified advertising medium which 
goes direct to the HEART of the 
home — not to the wastepaper basket. 





Arcade Craft Tools are made with heavy cast 
iron bases, and with moving parts of high grade 
steel. Bearing surfaces are large, insuring long 
service, and the pulleys are V type for most effi- 
cient operation. 


A great line at popular low prices. . . all excellent 
he unting ystem tools. Sold by leading jobbers. 


NORTH CHICAGO, ILL. Write for 
Catalog AC-1 


Write for complete details 








A SERVICE which brings the HARDWARE 


BUSINESS to the HARDWARE DEALER No. 24 LATHE 
ARCADE MFG. CO., FREEPORT, ILL. 
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Eo AAA 
“YOUR HOUSE GIVES 


YOU a LoosE-LEAF 
CATALOG — 





why can’t 





I have one?” 


Ask your wholesaler’s salesman that 
question the next time he comes around 
—and back up your request by writing 
a letter to the wholesale house the same 
day. @ That's the way to get a loose-leaf 
catalog service. 80% of all hardware 
salesmen carry Heinn Binders. Leading 
hardware wholesalers also furnish their 
dealers witha loose-leaf catalog in Heinn 
Binders. @ For the retailer, that means 
a 50% increase in sales of new goods 
— a big saving on unnecessary letters, 
telegrams, and telephone calls, because 
you can then trust the catalog—better 
buying and better merchandising all 
around. ®@ For the wholesaler, it means 
a substantial saving over a period of 
years on his catalog cost. Wholesalers: 
Write on your letterhead to THE 
HEINN COMPANY, Dept. 925, 326 
West Florida Street, Milwaukee, Wis., 
for new book, “The Catalog Question,” 
showing how you can serve your dealers 
better and make more money by rendering 
a loose-leaf catalog service to your trade. 





Originators of the Loose-Leaf System of Cataloging 


Branch offices in principal cities 
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Meeting the Five and Tens 


(Continued from page 27) 


trary, our confidence instilled in 
them a confidence in us. 

Then the great day arrived. The 
five and ten opened up. Actually, 
it was quite an event in St. Al- 
bans. We are not far from 
Jamaica, a large shopping center, 
and theretofore our only chain 
stores had been the food chains. 
The five and ten was the first mer- 
cantile chain to honor our com- 
munity. Civic leaders and prop- 
erty owners hailed the five and 
ten gleefully. Most storekeepers 
who might, or feared they might, 
suffer from the competition were 
glum. Frankly, we weren’t. We 
had definitely discounted the five 
and ten menace. 

Of course, we went right down 
there and shopped the five and ten 
hardware department. Not that 
we wanted to enter into a price 
war, but we did want to see 
what they had to offer. They 
didn’t have a thing to offer that 
we didn’t have. Moreover, we 
found that we could meet or beat 
them on many things. 

We haven’t tried to meet the 
five and ten competition with 
price, but with intelligence. True, 
the five and ten employs the finest 
merchandising brains in the coun- 
try. Their stores are marvels in 
many ways. They have experts 
on display, lighting, turnover and 
accounting. But they fall down 
in one serious particular. They 
formulate their rules and their 
merchandising practices on the 
basis of their experience with hun- 
dreds of stores scattered the length 
and breadth of the land. They 
don’t localize these factors. They 
don’t apply them in the light of 
special conditions which govern 
within particular and circum- 
scribed limits. 

We independent merchants have 
the jump on them in this way. 
We know our own communities. 
We know local conditions here. 
We know the people. We know 
their individual wants, their little 
buying peculiarities, their special 
and unusual tastes, and we know 
how to handle them. The big, 
centrally operated chain store 
doesn’t know these things, and 
even if its managers do know 


them they can’t profit by their 
knowledge because they are tied 
down by general rules and regula- 
tions from the home office. 

We can learn from the five and 
ten. We know that we did. We 
are using today in our store their 
method of pyramiding our window 
displays on glass panels, for one 
thing, and have found the method 
effective. All our wall displays 
which were formerly inclosed in 
glass are now openly displayed 
with glass removed, making it 
easier for the customers to handle 
merchandise. We are openly dis- 
playing various types of merchan- 
dise which heretofore we thought 
unnecessary to display, i. e., ham- 
mer handles, syphon hose, shelf 
brackets, screws, as well as nails 
and tacks, the latter being prop- 
erly marked as to size. 

Don’t for a minute think that 
we belittle the five and ten. On 
the contrary it is a worthy foe- 
man. But it can be met by the 
independent merchant. Just think 
of the jump the independent has 
on them in the one matter of sales 
help. The cute little girls in the 
five and ten are there for just one 
purpose: To take the money and 
wrap up the goods. In no sense 
of the word are they sales girls. 
In most cases they do not know, 
and are not required to, even the 
most elementary rules of retail 
selling. We hardware men do. 


Explain Things 

We have made it a practice to 
explain things to our customers. 
We never sell them a product that 
we don’t explain how it is to be 
used. If they already know—our 
explanation is unnecessary — if 
they don’t know they appreciate 
this extra service. They'd never 
get it in the five and ten. We 
carry this same general idea even 
further. The five and ten puts the 
price on every item. So do we— 
but we also put a little story on 
the price tag or counter card and 
tell something about the merchan- 
dise. We don’t just have the price 
tag announce the price of, say, a 
hammer as 75 cents, but it informs 
the prospective buyer of the high 
quality of goods and workman- 
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Display this No. 9 
carton in your gun 
department. Takes 
up little space. An 
active silent sales- 
man. 


a a Holidays are in full swing. 
Hoppe’s Gun Cleaning 
oulines Po display and selling briskly. 
Gun owners need them for their week- 
end outings and vacations, also the 
con- 
venient Hoppe ca 3 do a selling job 
for you without cluttering up your 
counter and display spaces. 
HOPPE’S No. 9 SOLVENT 
HOPPE’S Cleaning PATCHES 
HOPPE’S Lubricating OIL 
HOPPE’S Gun GREASE 
HOPPE’S Gun Cleaning PACK 


Your Jobber will supply you with all 
Hoppe’s products promptly. Write us 
for copies of the valuable Hoppe’s Gun 
Cleaning Guide to hand to your cus- 
tomers. 


302 Broadway 








108 West 2nd St. 


Right Now—Display 


HOPPE’S 


FRANK A. HOPPE, Ine. 
2314-A North 8th Street, Philadelphia, Pa. 
NEW YORK: Ed. W. Simon Co., 


LOS ANGELES: H. L. Bowlds, 





The original 
gun cleaning 
solvent — 
Hoppe’s No. 9 
—is wanted by 
all shooters. 
For cleaning 
y .22 rifles, also 
F/ high-powered 
ones, and for 
skeet and trap 
guns—all fire- 
arms. Works 
quickly, sure- 
ly, safely. Re- 
moves leading, 
metal fouling, 
all firing resi- 
due. Prevents 
rust. 


Vacation trips, especially, offer good 
sales opportunities for Hoppe’s Gun 
Cleaning Pack, containing everything 
needed for gun conditioning. Ful - 
size Hoppe’s No. 9, Hoppe’s Oil, 
Gun Grease. Also Patches and Guid». 
Guod $1 seller. 

















Sell best because known best. You 
don't have to convince buyers that 
Star "Moly" hack saw blades— 
hand and power—outcut, outiast 
and outclass all rivals. Good me- 


STAR 


M® 





chanics know it. Sell Star—the 
fastest-moving, most profitable 
line of hack saw blades you ever 
stocked. Sold only through Hard- 
ware and Mill ae Distributors. 


We CLEMSON BROS., | 


MIDDLETOWN, N.Y 
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Coleman 


Perfects New 


HEAVY DUTY MANTLES 


Free Samples for Testing being sent to all 
Coleman Dealers of record in United States 
—watch for yours! 


® Wr Neer, oo 


feet 04), see ve 
<q] 





No. 21 Grade A 


The new No. 21 Grade “A” Coleman Silk- 
Lite is the finest quality mantle ever made 
for heavy duty use on gasoline and kerosene 
pressure lamps and lanterns. Made of extra- 
quality rayon fibre. Triple lock weave; 
Scientifically treated with best grades of 
light-giving chemicals. Correct in shape, size 
and mesh of weave to produce more light. 


Did You Get Your Sample?—We have mailed 
a sample of this remarkable Coleman Silk- 
Lite Mantle to all Coleman dealers. Watch 
for yours. If you don’t receive it, tear out 
this ad, mail to us with your name and ad- 
dress and your sample mantle will be sent 
you promptly. Or better yet, take advantage 
of our special offer. Order for special sales 
test, one gross, at the wholesale price of 
$6.60 (postage prepaid). If, after a reason- 
able time, you do not find these mantles 
ready sellers, you can return the unsold 
quantity and we will issue credit or refund 
the cost of unsold mantles. 


But You Will Sell Them!—So, get your order in 
now—build up your mantle business on 
genuine Coleman Branded Mantles. Jobbers 
in every part of the United States and 
Canada distribute these new Coleman Man- 
tles and are ready to serve you. 


THE COLEMAN LAMP AND STOVE COMPANY 








Wichita, Ka Philadelphia, Cogueetventa 
Chicago, illinois Los Angeles, Ca 
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Cracked and 
Burned-out 


Firepots @ 
without new 
castings 


FIRELINE 


for STOVES, RANGES, FURNACES 


Not a fire cement or ‘‘smear-on’’ makeshift, but a 
true refractory material as used in high tempera- 
ture industrial ovens. Molded to any thickness on 
walls of firebox in a few minutes, a regular fire 
will ‘‘set’’ it into a non-cracking, gas-tight lining. 
Ends need for new castings, losses thru obsoles- 
cence, delays and heatless days. Makes fires burn 
hotter—eliminates smoke and soot, reduces ashes, 
PAYS FOR ITSELF IN FUEL SAVING. Put it 
in every firepot—protects castings indefinitely. 


sont. plat «2% lb. Sib. 101b. 


lic, ready bo —— 
apply a“< Kae 
Everybody NE 
needs it; E L 
everybody ‘ 4 


T © |NINv 
wants it. It OVE & FURNACE LIM 


has taken 
the country 
by storm. 
' SAMPLE CAN FREE 


' 
' 
' 
: Fireline Furnace & Stove Lining Co. 


| 1159 Clay Street, Chicago 


' Send full information: prices, discounts, sales 

; helps and FREE Sample can of FIRELINE. 

SD <icckedetehstcewek dae usacend Seca ' 

PP, aah aewiein «0 bab wees ¢ebWaas cis culdieeacns : 
Address PE Pere re ae os eee ; 

RS rere Mc cencane 





Don’t Let It 
Run Away From Youe 


You'll find many good accounts 
advertising for sales representatives 
in the Classified Opportunities Sec- 
tion. 

Many of these side lines may be 
just what you need to increase your 
commissions. 

If you don’t find the kind of 
line you want, why not adver- 
tise for it? Many manufacturers 
look through the Sales Accounts 
Wanted advertisements before they 
advertise for salesmen. 

Take advantage of the oppor- 
tunity the Classified Section offers 
you to keep in touch with the sales 
positions that are open. Read the 
classified section of each issue. 
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Classified Opportunities Dept. 
239 West 38th St, New York City 
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ship used in its manufacture, as 
an assurance that the head will not 
break, or fly off the handle, or the 
handle snap at the critical moment 
in its use. 

Some examples of signs we are 
now using, and which we have 
found very effective are: A sign 
on a large pie tin filled with as- 
sorted nails and located on our 
wrapping counter reads—“Didja 
ever look for a certain size NAIL? 
Here you are. Every size you will 


ever need, 6 pounds for 25c.” We~ 


mounted a garage door brace on a 
long, narrow board placed along- 
side the right casing of the door, 
as one leaves our store. A sign 
on this board says: “DON’T 
LEAVE THIS STORE — Until 
you ask us how this turnbuckle 
will correct the faults of your 
garage doors.” Another sign, on 
a display of long-handled scrub 
brushes, says: “SAVE YOUR 
KNEES — Long Handle Scrub 


Brushes 25c.” 


In our store we perform a wide 
variety of those little extra ser- 
vices which people appreciate. 
Just the other evening a man came 
in with a trouble lamp, for which 
he wanted a cord. I sold him the 
cord and volunteered to connect 
it for him. This took just a min- 
ute or two of my time, which was 
not then otherwise occupied. 

“By gosh,” he replied. “I'd 
never get that at the five and ten, 
brother!” 

That man won’t forget that 
little service in a hurry. True, 
too, he would never get it at the 
five and ten. 

Speaking of lamp cord reminds 
me of another five and ten idea 
we utilized. We have always sold 
fixture cord for five cents a yard 
and had it marked that way. A 
neat sign offering it “three feet 
for a nickel” does sound cheaper, 
so we changed our sign. 


Deliver the Goods 


We have always willingly deliv- 
ered, but before the five and ten 
came along we didn’t always ask 
our customers if we could deliver 
their purchases, Since then, 
though, we make it a point to ask 
if we can deliver the merchandise. 
This is an extra service. People 
appreciate these little .things. I 
know it because they tell me so. 


Too many merchants have an 
idea that because times have been 
bad these last few years they 
could not sell quality goods. They 
themselves had their own little 
five and ten complexes. They 
thought that every consumer was 
a price buyer. This isn’t so. 
Many people want quality. The 
trouble is that merchants them- 
selves have been featuring low 
prices and have been afraid to 
stress quality. 

Let the five and ten come. It 
brings people. It is good for the 
community. It is an addition to 
a shopping center. In our case it 
livened up the main shopping 
street and brought the community 
to town, where before many of 
them took the bus to Jamaica, a 
submetropolitan mart some three 
or four miles away. I know that 
it has actually brought us new 
customers and has been instru- 
mental in many of our old cus- 
tomers coming in and buying 
something just because they had 
been passing by after leaving the 
five and ten. Before the five and 
ten was established, several doors 
below us, the hub of our shopping 
center was a block or so up the 
street. Now our store is right in 
the midst of the best business 
section. 

It also occurred to me that it 
would be a mistake to ignore or 
to treat the manager of the new 
five and ten as a business enemy. 
Instead, I made it a point to call 
on him, introduce myself, and 
welcomed him, in a friendly way, 
as a neighboring merchant. Since 
then we have become well ac- 
quainted, and he has become a 
good customer of the store for 
such home, lawn and garden ne- 
cessities as are not carried by his 
store. We are now on such friend- 
ly terms that there is little ques- 
tion but that he would direct 
customers to our store who might 
be seeking items he does not 
carry but which we do handle. 

Any merchant can meet the 
five and ten competition if he 
just keeps his wits about him and 
doesn’t think of it as a great big 
bugaboo ready to gobble him up 
at less than a minute’s notice. 
Don’t be afraid. Don’t let the five 
and ten get your goat. 
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{cS CASH IN NOW 
cho | - -_ on the New 


ie ot! BROWNIE 
“ieee ALL-WAVE 
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Today the craze 
in radio is short wave. 
People everywhere are buying 
_ the new all-wave radios. Most of them 
are disappointed in results, because they lack 
a really good antenna. CASH IN on the tremendous market. Sell 
the Brownie All-Wave Antenna. There’s a real profit for the 
dealer on every Brownie sold. And you'll be making real friends 
too. The Brownie All-Wave Antenna has been tested repeatedly. 
These tests proved the Brownie to be unsurpassed in quality 
and performance. 

USES BALANCED DOUBLET SYSTEM 


The Brownie is made by an old line manufacturer in the elec- 
trical field. It is constructed on the Balanced Doublet System 
with a new ‘ype, me matching transformer, and comes 
complete with quality parts for a quick, easy installation. 

Backed by a national advertising campaign starting soon in 
the Saturday Evening Post and Colliers, the Brownie will soon 
become one of your best profit items. Write for details of our 
attractive, money-making offer. 





The Original Sanitary Metal Scour- 
ing Device is the leader. Now ad- 
vertised to over seven million 
families every month. 


METAL SPONGE SALES CORP., Philadelphia PORCELAIN PRODUCTS, INC. Dept.C FINDLAY, OHIO 


" Wy, 


“TAIR METER 


Demonstrator 
Display 
FREE FROM YOUR JOBBER 


An instant hit—AIR METER adjustable 

Glass Ventilator—sells on sight from this 

new display. A leader item to retail at 

$1 with highly profitable mark-up and 
fast turnover. 





















ECA RP, 


Your Jobber will supply 
you. Do not delay! 
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BOLTS e SCREWS 


NUTS ® RIVETS = 
— GeamBaosBour Qh 
BEMISS STREET, MILLDALE, CONN. aia SCREEN COMPANY 
PENDING Detroit, Michigan 
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AT YOUR SERVICE! 


E ““Who Makes It’’ 
Editor will be glad to 
help you in your search 
for the name of the manu- 
facturer of that product 
you are interested in. 





If you do not find it or 
its trade name listed in 
the current Directory 
Number, in all probability 
it has been incorporated 
in the revised listings that 
are being prepared for 
the next issue of the Direc- 
tory Number. Many such 
changes are being made 
daily and the listings 
brought up to date. 


If your current Direc- 

. tory does not give you the 
information you seek, 
write the ““Who Makes 
It’ Editor. He’s at your 


service. 

















Louisiana Dealers Reorganize 
At New Orleans Meeting 





JULIUS DUPONT 


ETAIL hardware and imple- 
R ment dealers from all sections 
of Louisiana gathered at the 
Roosevelt Hotel, New Orleans, La., 
Aug. 13 and 14, to reorganize the 
Louisiana Retail, Hardware and Im- 
plement Association. The conven- 
tion, originally scheduled for three 
days, was eut short due to the har- 
vesting season which required dele- 
gates to return home just as soon 
as the vital association business had 
been completed. 

Unity and representation of retail 
hardware men was stressed as a 
necessity for mutual protection, and 
the only way this could be attained, 
it was pointed out, was by organiza- 
tion into an active group, fully con- 
versant with the problems and re- 
quirements of retail dealers. Steps 
were taken at the final session of 
the convention to merge the New 
Orleans Retail Paint and Hardware 
Dealers’ Association with the State 
body, firmly establishing the support 
of the Crescent City in State activi- 
ties. 

Julius Dupont, Houma, was elected 
president of the association, with S. 
H. Porter, Many, first vice-president, 
and Paul Jamerson, New Orleans, 
second vice-president. A. H. Aueoin, 
executive secretary, New Orleans 
Paint and Hardware Dealers’ As- 
sociation, was named to the post of 
secretary-treasurer of the State or- 
ganization. 

The reorganization of the associa- 
tion was the outgrowth of efforts of 
leading hardware men to revive an 
existing State association that has 
been more or less inactive in recent 
years. Hardware dealers from all 
sections of Louisiana were invited. 
and more than 150 were represented 
at the sessions. 

The convention opened Tuesday 





A. H. AUCOIN 


morning with C. E. Shallenberger, 
Ruston, presid'ng. Announcement 
was made as to the purposes of the 
convention, followed by brief, 
pointed talks and discussions. The 
afternoon session continued to be 
confined to organization activities, it 
having previously been explained 
that due to the harvesting season and 
the desire of many delegates to re- 
turn home as speedily as possible, 
addresses and discussion would be 
cut as short as courtesy and complete 
understanding would permit. 

Rivers Peterson, editor, Hardware 
Retailer, Indianapolis, Ind., was the 
chief speaker at the Wednesday 
morning session. Mr. Peterson com- 
mended the group on its initiative in 
reorganizing the association ex- 
pressed the hope that it would 
prosper and grow, pointing out the 
advantages of organized effort in the 
protection and furtherance of indi- 
vidual rights and privileges. 

Election of officers occupied dele- 
gates at the Wednesday afternoon 
session. In addition to the executive 
officers of the association, the fol- 
lowing were appointed to the Board 
of Directors: H. J. Black, Jennings; 
Remy Charles, Algiers; W. B. Life, 
Minden; A. A. Kussman; New Or- 
leans; F. E. Willis, Ruston; M. C. 
Delarot, Monroe, and D. Guillory, 
Manou. 

An advisory committee and a 
trades relation committee were ap- 
pointed, the former consisting of: 
C. E. Shallenberger, Ruston; A. Le- 
Blanc, Crowley and L. L. Bertrand, 
New Iberia. Paul Jamerson, New 
Orleans, was named chairman of 
the trades relation committee, of 
which other members were Remy 
Charles, Algiers, A. R. Smith, Cov- 
ington; M. C. Delarot, Monroe; Mr. 
Richard, Franklin; A. LeBlanc, 
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SUPER APEX 


has a zine coating almost twice as heavy as some other widely and 
more or less carelessly advertised lines. 


On top of this zine coating there is baked a coat of high quality 
enamel thus reducing corrosion almost to the vanishing point. 


THE LIFE OF SUPER APEX 


in “Salt Air,” moisture or gaseous laden climates is almost double 
the life of cloth made by the old process. 


STEEL — COPPER — GOLDEN BRONZE — SPECIAL ALLOYS 
ANTIQUE BRONZE — ALUMINUM 


HANOVER WIRE CLOTH Co. 


HANOVER, PENNSYLVANIA 














**Never Lets Go” 


eee | ALLIGATOR 


SCREWS TRADE MARK REG.US. PAT. OFFICE 


_— ch, Machin 
sere batt Tham Lock STEEL BELT LACING 
Cap, Knob. 
Bolts—Stove, Tire, Sink. 
NetSScrow, AcoTn Cap Machine For belts of all kinds and sizes 
crew, i Genui ALLIGATOR STEEL 
a ’ Safety, enuine 
Chale der, Reginver, Farance. fl BELT LACING is 
Escutcheon Pins. q stocked by lead- 
THE CORBIN SCREW | ing jobbers and 
CORPORATION ‘ GREAT ie listed in their cat- 
THE AMERICAN HARDWARE ? STRENGTH 7 alogs. Not sold 


CORPORATION, SUCCESSOR r 
New Britain, Conn by mail order 
companies under 


N\ its own or’ any 

other name. Spec- 
ify “Genuine Al- 
ligator Steel Belt 


Lacing.” Order 
FLEXIBILITY through your 


SA jobber. 


PROTECTION OF 










































BELT ENDS a 
Sole Manufacturers 
FLEXIBLE STEEL LACING co. 
4616 Lexington Street Chicago, Illinois 
pore cope = In England at 135 Finsbury Pavement, 








London, E:C.2 





Accept No 
» Substitutes 
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TRADE. MARK * 
REG. U. S&S. PAT. OFF. 




















HYDE’'S 2-POINT 


ROOFING KNIFE 


















SAW 
Fil No. 10 2-Point Complete (Patented) 


Double Life, Removable, Alloy Blade 
The Modern Roofing Knife 






al ORAS 


OBERG FILES combine the 


. nA 
SVT 


Together with the 








necessary features of durability and fast cutting. Write for illustrated folder 

From Your Jobber or Write: ALSO OTHER STYLES 
SANDVIK SAW .& TOOL CORPORATION HYDE MANUFACTURING CO. 
a pas eg SOUTH BRIDGE, MASS., U. S. A. 
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As a delegate to either of the 
Hardware Association Conven- 
tions in Atlantic City, October 
21st to 24th, you are cordially 
invited to make your head- 
quarters at the Hotel Dennis. 
Better yet, bring your family 
and stay a week or two besides 
. make it a long-to-be-re- 
membered Fall vacation. En- 
joy Atlantic City in a most de- 
lightful season. Enjoy, too, 
the unexcelled appointments, 
beautiful suites, famous cui- 
sine, health baths, sun decks 
and solaria overlooking sea 
and Boardwalk. Only a few 
steps from convention head- 
quarters and you are “home.” 
American and European 
Plans. Rates moderate. 


Make Your Reservations Now 
for accommodations during the 


WHOLESALE HARDWARE 
ASSOCIATION 


and 


AMERICAN HARDWARE 
MANUFACTURERS 
ASSOCIATION 
CONVENTIONS 


Atlantic City—October 21st to 24th 


DN ENE 


Walter J. Buzby, Inc. 


On the Ocean at Michigan Avenue, 
Three Blocks from Union Station 
and Convention Hall 








ONVENTION 
DELEGATES 


always like the 


HOTEL DENNIS! 





Crowley, and W. B. Life, Minden. 

It is planned to hold the next an- 
nual convention of the assdciation at 
New Orleans, but definite dates are 
to be selected later. 

The convention was concluded 
with a ball Wednesday evening at 
the Tip Top Inn of the Roosevelt 
Hotel. This was attended by a 
representative number of visiting 
delegates and their families. Pleas- 
ure jaunts and special entertain- 
ment had been amply provided for 
the visiting ladies during the two- 
day stay at New Orleans. 


CONVENTION 
CALENDAR 


American Hardware Manufactur- 
ers’ Association 7lst Semi-Annual 
Convention, in conjunction with 41st 
Annual Convention of the National 
Wholesale Hardware Association, 
Marlborough-Blenheim Hotel, At- 
lantic City, N. J., Oct. 21 to 24 in- 
clusive, 1935. Secretary, Manufac- 
turers’ Assn., Charles F. Rockwell, 
342 Madison Ave., New York 
City. Secretary, Wholesalers’ Assn., 
George A. Fernley, 505 Arch St., 
Philadelphia, Pa. 


New York State Retail Hardware 
Association 34th Annual Convention 
and Exposition. Headquarters and 
business sessions at Hotel Syracuse, 
and Exposition at State Armory, 
Syracuse, N. Y., Feb. 11 to 14 in- 
clusive, 1936. John B. Foley, secre- 
tary, 510 Hills Bldg., Syracuse, 
N. Y. 


North Dakota Retail Hardware 
Association Annual Convention and 
Exhibit, War Memorial Bldg., 
Devils Lake, N. D., Feb. 4 to 6 in- 
clusive, 1936. Louis J. Thompson, 
secretary, 21 Clifford Bldg., Grand 
Forks, N.. D. 


Panhandle Hardware and Imple- 
ment Association Annual Conven, 
tion, Amarillo, Tex., Feb. 3 to 5 in- 
clusive, 1935. C. L. Thompson, sec- 
retary, Canyon, Tex. 


Texas Hardware and Implement 
Association 38th Annual Conven- 
tion, Hotel Adolphus, Dallas, Tex., 
Jan. 21 to 23 inclusive, 1936. Dan 
Scoates, secretary, College Station, 


Tex. 


West Virginia Hardware Associa- 
tion Annual Convention, Greenbrier 
Hotel, White Sulphur Springs, 
W. Va., Jan. 20 and 21, 1936. H. B. 
Clower, secretary, Oak Hill, W. Va. 








SHERMAN 


Wrought Brass 
Coupling 


Sherman Wrought 





yo garden hose is joined 

together with this heavy 
wrought brass coupling it 
STAYS coupled. Most popular 
type hose coupling in the 
world. Supplied with hose by 
most hosé makers, because 
they want fittings that will be 
a credit to their product. 
Sizes: 14”, 544”, 34”and 1”. Al- 
ways a profitable seller. 


Write for literature and samples 
Sold through Jobbers. 


H. B. SHERMAN MFG. CO. 
Battle Creek Michigan 

















SLIPKNOT 
FRICTION 
Sn 


MANY USES—MANY SALES 


Slipknot Friction Tape is a steady 

repeat seller. Extra —, 
binds tightly—holds a Lasts 
longest—never dries out. gescan- 
not ravel. in 1, 2, 4 and 8 oz. rolls. 





SLIPKNOT SOLES are easily fitted 
and attached to any size shee. No 
nails—no stitches. Pinest tently 

ru er 


WAR RIaI| Ovutwear 
W leather 2 to 


yj // owe) V/s se 
le, « CBee 


Str 
A ing Colored 
Card with 
Tube of 
Double 
Strength 
Sole Ce- 
ment. Sizes 
for Men’s, 
Women’s 
and Chil- 
dren’s 
Shoes. Sold 
through 
Jobbers. 
Write for 
details to 


PLYMOUTH RUBBER COMPANY, lac. 
Largest Rubberizers of Cloth in the Werld 
100-200 Revere St. CANTON, MASS. 
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Just Among Ourselves 


(Continued from page 24) 


salers, the real purpose for hold- 
ing the annual fall joint conven- 
tion. A year from now (or per- 
haps two or three years) either 
plan, a combination of both, with 
or without revision may serve as a 
guide for all of the lines distri- 
buted through hardware channels. 
If this idealistic result should 
come about the entire industry 
would face the future with a new 
hope born of confidence. It is well 
worth every effort. 


P.S.— 

It must be realized that stabi- 
lized distribution through hard- 
ware channels alone will not curb 
the entire upset price situations 
existing in many lines. Mail order 
and chain competition has been a 
leading factor in disturbing the 
best efforts of producers and dis- 
tributors to support fair and 
profitable prices. In the case of 
ammunition and wire cloth, the 
well-known cat fight was in full 


bloom prior to the advent of the 


‘mail order competition. The entry 


of these competitors made the 
problem more acute and blocked 
most efforts to stabilize, although 
in other lines the mail order firms 
are reported to have supported 
stabilization efforts. This, of 
course, through insistence of pro- 
ducers who seriously and rigidly 
stuck to their sales policy guns. 
A complete industry group adher- 
ing to either of the stabilization 
plans discussed in these columns 
would of necessity bring about a 
specific curb on mail order buying 
advantages —- the real nigger in 
every price cut wood-pile. 


Snipers— 


Someone once said that figures 
don’t lie, but that liars figure. 
With that as a text let us very 
briefly consider those strange men- 
tal peewees who persistently and 
deliberately play on the words of 
another for the purpose of mis- 


representing expressed opinions. 
Such fellows without a plan, plat- 
form or purpose of their own, try 
to establish a position for them- 
selves by charging through infer- 
ence and innuendoes a sinister rea- 
son for another’s adherence to 
fundamental principles. All men 
who take an active and useful part 
in trade problems are subjected 
to such sniping. Association of- 
ficers and business paper editors 
get more than their share of such 
attacks. The usual procedure, 
quoting and misinterpreting a 
phase or a phrase of the whole 
indicates intellectual dishonesty 
and vicious jealousy. It is best 
that such tactics be ignored. Time 
is the great compensator in such 
situations. If one has but the pa- 
tience and tolerance to be oblivi- 
ous to unfair tactics and can con- 
tinue to concentrate his talents and 
efforts toward the good he sees 
ahead, the hardware trade will be 
well served and will reward justly 
in time. If you are right, stick to 
your guns. Keep your objective 
in mind and drive toward it. Never 
mind the stink bombs. 





How's the Hardware Business ? 


(Continued from page 48) 


Turner, Day & Woolworth 
Handle Co., Louisville, Ky., deny 
the report of reduced prices as pub- 
lished in the Aug. 15, issue of 
HarpwareE AGE, on page 54. This 
item reported a reduction of 5 to 
10 per cent on axe handles and 5 
per cent on hammer and other small 
handles, which the company states 
is an inaccurate report. Investiga- 
tion of the matter indicates a mis- 
understauding on the part of one 
of our reporters, which we regret. 

* & € 


Steel output for the week 
beginning Sept. 2 was scheduled 
at 45.8 per cent of capacity, against 
47.9 per cent the previous week, a 
decrease of 4.4 per cent. This is 
considered a normal lull preceding 
a renewal of the good gains main- 
tained during most of the summer. 
A month ago the production rate 
was 46 per cent, and a year ago 
18.4 per cent. 

* * * 

Business failures in the United 
States for the week ended Aug. 22 
again aecreased to 198, compared 
with 203 in the week preceding. A 
year ago, the number was 218. Re- 
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tail defaults were sharply fewer, 
only 105, as against 126 a week 
earlier. There were small increases 
in the wholesale, manufacturing and 
other commercial classifications. All 
sections made total decreases except 
New England and other Eastern 


areas. “+ «* 


The farm price index of the 
Department of Agriculture advanced 
from 102 to 106 during the month 
ended Aug. 15. Sharp upturns in 
hog and wheat prices, induced by 
further curtailment of hog market- 
ing, and by rust damage to the 
1935 spring wheat crop, were 
primarily responsible for this un- 
usual four-point rise. The Dun & 
Bradstreet weekly food price index 
declined 1 cent (to $2.74) in the 
week ended Aug. 27, after a con- 
tinuous rise since the beginning of 
July. A comparison with the corre- 
sponding week of 1934 shows a gain 
of 35 cents, or 14.6 per cent in 
this table. 

* * * 

Loadings of freight through- 
out the ~ountry totaled 626,373 cars 
durin, the Aug. 24 week, a gain 
of 19,456 cars over a year ago. 


Volume last week hit the highest. 
level since mid-June and was the 
third largest weekly figure since 
last October. There was a boost 
of 11,367 cars over the week of 
Aug. 17. 


Increased industrial oper- 
ations lifted electricity production 
for Aug. 24th week 1,839,815,000- 
kw. hours, a gain of 11.6 per cent 
over the relative 1934 week, and 
the highest total for any correspond- 
ing period on record. It also was the: 
highest production figure reached: 
since the week of Dec. 21, 1929. 


* + 


Retail sales in the rural areas, 
reported to Dun’s, range from 15. 
to 45 per cent over a year ago. The 
gain was definite, but more modest 
—5 to 10 per cent—in industrial 
centers in the Midwest. A seven-~ 
year peak was reached by a 20 to 
40 per cent rise in the Northwest,. 
with gains of 8 to 14 per cent im 
the Southwest, and 10 to 12 per 
cent in the South. Retail sales om 
the Pacific Coast ranged 10 to 18: 
per cent over a year ago. In all 
sections, new wholesale buying 
lagged behind these retail gains. 


ee #. @ 


e¢ + 


Industrial production, re- 
ported by the same agency, held 20: 


83: 











MR. RETAILER---- 


We earnestly recommend that 
you ascertain which of your Job- 
bers is featuring guaranteed Tools 
of our manufacture; 


—Then have his representative 
explain what the offer is, how it is 
truly planned for helping YOUR 
interests ; 


—How your profit is assured via 
rapid sales of correctly priced Tool 
values; 


—Sold to you necessarily in 
“deals” constituting genuine co- 
operation between you and your 
Jobber; instead of merely estab- 
lishing a difficult-to-sell high mark- 
up, and then letting you hope to 
sell. 


ASK YOUR WRITE 
JOBBER PEXTO us 
The PECK, STOW & WILCOX CO. 


Tool Mfrs. For Over a Century 
Established 1819 
SOUTHINGTON, CONNECTICUT 


ARMSTRONG 


Tools for Home Workshops 
ACE 
Lathe Sets 









3 Turning Tools 
2 Cuttinag--ff Tools 


Does Every Lathe 


Operation 
The ACE Set provides the proper tool for 
every metal-cutting lathe operation. De- 
signed and manufactured by ARMSTRONG, 
makers of the lathe tools used in over 96% 
of the machine shops and industrial plants, 
ACE Tools far surpass in quality and finish 
those ordinarily sold for home workshops, 
still are priced to meet all competition. 
Sold by hardware stores 
everywhere, individually & 


. 2 
Wrenches in Fit- 
ted Steel Case. 


H in the Lathe Set—A 
Priced to TOOLS can make _ you 
meet all “Homecraft Headquarters” 


in your community. Display 
them prominently. Invite 
comparison. They will sell 
themselves and your store. 
Write for Counter Circulars 


ARMSTRONG BROS. TOOL CO. 
“The Tool Holder People” 

314 N. Francisco Ave., CHICAGO, U.S.A. 

New York Sales Office: 109 Lafayette Street 


competition 








to 30 per cent above the compara- 
tive 1934 figures. Factory employ- 
ment totals were very slightly 
changed, although additions to pay- 
rolls continued at tool and die 
plants, and more men were taken 
on at foundries and machine shops. 
Production was greater by manu- 
facturers of oil burner equipment, 
stoves, and plumbing supplies. 
Manufacturing of paints, mill work, 
and certain hardware items ran from 
20 to 25 per cent ahead of a year 
ago, reflecting the greater activity 
in building and alterations— prin- 
cipally on small home projects. 
More improvement was recorded in 
the output of cotton goods, but mills 
still are having difficulty in showing 


a profit. 
* & # 


The total number of unem- 
ployed workers in July was 10,015, 
000, according to the regular 
monthly estimate of the National 
Industrial Conference Board, _re- 
cently made public. This was an 
increase of 266,000, or 2.7 per cent. 
from the preceding month, and an 
increase of 189,000, or 1.9 per cent, 
over July, 1934. 


Hardware Age's 
Courtroom 


(Continued from page 49) 


ing creditor. A test sometimes ap- 
plied is whether a careful observer 
would or would not be at a loss to 
determine from the appearances 
who owns and has control of the 
property. If it is doubtful, the law 


resolves the doubt against the party , 


who should make the change of pos- 
session open and visible to the 
world. 

Tested by these rules, it must be 
held that the facts found do not 
show such a change of possession as 
would protect the property from at- 
tachment by the creditors of the 
father. Other than the listing of 
the property for taxation, nothing is 
shown which would indicate owner- 
ship in the son. 

That is really the whole law pf 
the subject condensed in.one de- 
cision. No financially embar- 
rassed person can put his assets 
in another person’s hands unless 
that person has paid a fair price 
for them. If the assets are trans- 
ferred without consideration, the 
creditors of the transferror can 
get into the transaction and set it 
aside. 
















to more 
places... 


of historic interest — nearer the retail 
shopping district, theatres, etc.—and com- 
bining everything in appointments, con- 
veniences and luxuries that a modem struc- 
ture could offer—with aservice that exem- 
plifies Philadelphia's famed hospitality. 


Jhe 
BENJAMIN FRANKLIN 
PHILADELPHIA 


LARGEST UNIT IN UNITED HOTELS CHAIN 











The Original 
“HORSESHOE MAGNET” 
HAMMERS 


\ Steel Forgings, Perma- 
\ nent Magnets. The best 

y magnet hammers on the 
‘\ market. Give long and 

: satisfactory service. The 
Hammer holds the tack. 


ARTHUR R. ROBERTSON 
Sole Manufacturer 
596 Atlantic Ave., Beston, Mass. 











FOR 18 CENTS 
—at this low price Gardiner 
Repair-All (Acid-Core) Solder 
meets chain store competition 
and still allows a full margin 
of profit. 

This exceptionally high grade 
solder comes packed in attrac- 
tive cans—10 cans in a display 


box. 

Jobbers everywhere can sup- 
ply you—be sure and specify 
genuine Gardiner Solder. 


- 7. 
C lardiner 3 
N Grr a cody 


«Geom NA 
ry CLIPPERS 


The “Yankee” 


Open, it’s a sizable, business- 
like tool; closed, it’s as sleek 
as a pen knife—all due to 
new ‘“‘swivel’’ lever. Attrac- 
tive card displays one, stores 
eleven. Retail, 15¢. At job- 
bers’. Send for price sheet. 


The H. C. Cook Co. 


Ansonia, Conn. 
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Who Makes It? 


Information regarding sources of supply as provided readers 
of Hardware Age by the Who Makes It? Editor is here pre- 
sented as an aid to others in the trade who may be seeking the 
same articles. The inquiries reproduced have been selected be- 
cause of their general interest to hardware merchants and buy- 
ers. This editorial feature in each issue supplements the ser- 
vice rendered by the “Who Makes It?” issue published on Sept. 
27. 1934. When writing to the firms mentioned, state that you 
saw the product listed in Hardware Age “Who Makes It?” sec- 


tion or issue. 


Monmouth, ILit.: Where can we 
obtain Wagner & Lowe hoof nip- 
pers?—Shaffer & Dierstein. 

ANSWER: Lowe Mfg. Co., En- 
derlin, N. D. 

* * * 

Lake Pracw, N. Y.. Where can 
we buy: (1) Pea shellers large 
enough for boarding houses; (2) 
canape picks in rainbow colorings? 
—Lake Placid Hardware Co. 

ANSWER: (1) Vaughan Novelty 
Mfg. Co., 3211 Carroll Ave., Chi- 
cago, Ill.; Hoe Corp., Poughkeepsie, 
N. Y., and Turner & Seymour Mfg. 
Co., Torrington, Conn. (2) . Berst- 
Forster-Dixfield Co., 420: Lexington 
Ave., New York City. 


ee & © 


Pautpinc, Oxulo: Who makes 
shotguns bearing the name Vulcan 
Arms Co.?—The J. P. Crain Hard- 
ware. 

ANSWER: This is a_ special 
brand used by Edw. K. Tryon Co., 
wholesale hadware and_ sporting 
goods, 817 Arch St., Philadelphia, 
ra, 

* * *% 

Dunn, N. C.: Who makes auto 
tire buffing machines for use in vul- 
canizing and retreading tires?— 
Cromartie-Dail Hardware Co. 

ANSWER: R. G. Haskins Co., 
4631 Fulton St., Chicago, IIl.; J. 
Clark, Jr., Electric Co., 600 Berg- 
man St., Louisville, Ky., and Adams- 
Barre Co., 1242 N. High St., Co- 
lumbus, Ohio. 

* * *% 

IsLanp Ponp, Vr.: Who makes 
the Leland electric motor ?—Boylan 
Bros. 

ANSWER: Leland Electric Co., 
1501 Webster St., Dayton, Ohio. 


* & 


Tawas City, Micu.: Who makes 
the Health aluminum pressure 
cooker ?—Prescott Hardware. 

ANSWER: National Aluminum 
Mfg. Co., 2700 N. Adams St., Peoria, 
Ill. 
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York, Pa.—Provide names of 
nearby jobbers who handle a com- 
plete line of marine hardware and 
who issue catalogs covering this line. 
—Anderson Hardware Co. 

ANSWER: W. and J. Tiebout, 118 
Chambers St., and E. J. Willis Co., 
85 Chambers St., both in New York 
City. a 

Decatur, Inp.: Who makes Star 
shreaders—slaw or vegetable cut- 
ters in sets of three—which retail 
for 25c. per set?—The Shafer Co. 

ANSWER: Bromwell Wire Goods 
Co., Cincinnati, Ohio. 

* * * 


Ciarinpa, Iowa: Where can we 
get repair parts for a Pride of the 
Farm hog waterer?—Mahan Hard- 
ware Co. 

ANSWER: Hawkeye Steel Prod- 
ucts Co., Waterloo, Iowa. 

* & «& 

Detroit, Micu.: Furnish address 
of the Bamboo & Rattan Works.— 
Eric Fromm, Inc. 

ANSWER: 901 Jefferson St., Ho- 
boken, N. J. 


Boston, Mass.: Who makes Has- 
sell nails?—-S. Simons Hardware Co. 


* + 


ANSWER: John Hassall, Inc., 
Clay and Oakland Sts., Brooklyn, 
i a 


Puiapetpuia, Pa.: Provide ad- 
dress of the Yankee Metal Products 


. Corp.—Wesner Supply Co. 


ANSWER: 31 Grand St., Nor- 
walk, Conn. 

* * * 

SANDERSVILLE, Ga.: Who makes 
the Chief No. 8 laundry heater? — 
C. A. Adams. 

ANSWER: Independence Stove & 
Furnace Co:, Independence, Mo. 

* * * 

South Norwatk, Conn.: Who 
makes a glass ball type fire extin- 
guisher called Shur-Stop?—Fox Cy- 
cle & Hardware Co. 

ANSWER: International Fire 
Equipment Corp., West New 
Brighton, Staten Island, N. Y. 

* * * 

GreensBurc, Pa.: Furnish name 
and address of the manufacturer of 
Keystone glue. — Westmoreland 
Hardware Co. 

ANSWER: Keystone Glue Co., 
Williamsport, Pa. 

* * * 

LEAKSVILLE, N. C.: Who makes 
the Red Head leather gun case No. 
9900?—Jones Hardware Co. 

ANSWER: Red Head Brand Co., 
925 W. Chicago Ave., Chicago, IIl. 


The 1934-35 edition is now in your 
hands. It is a condensed catalog of 
manufacturers of hardware and kin- 
dred merchandise in one handy vol- 
me for ready reference. The 1 

dition will be published Sept. 26, 1935. 
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CLASSIFIED OPPORTUNITIES SECTION 


Positions Wanted Advertisements 
at special rate of one cent a word, mini- 
mum 50 cents per insertion. 

All Other Classifications 


Set Solid, Maximum of 50 words. . 
Each additional word 

All Capitals, Maximum of 50 words.. Pe 
Each additional word .06 


Allow Seren Words for Keyed Address. 


Esch. nnaitisheces inch 





Use this section to reach Hardware Manufacturers, Manufacturers’ Agents, 
Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


e CLASSIFIED ADVERTISING RATES ¢ 


Discounts for Consecutive Insertions 
4 insertions, 10% off; 8 insertions 15% off. 
Due to the special rate, these discounts do 
not apply on Positions Wanted Advertise- 

ments 


—_~e— 
REMITTANCE MUST ACCOMPANY ORDER 
Send check or money order, 
not currency. 


HARDWARE AGE is published every other 
Thursday. Classified forms close 13 days 








previous to date of publication. 


NOTE 
Samples of Literature, Mer- 
chandise, Catalogs, etc., will 
not be forwarded. 


—_-~e— 
Address your correspondence and replies te 


HARDWARE AGE 
Classified Opportunities Dept. 
239 West 39th St., New York City 








BUSINESS OPPORTUNITIES 


MERCHANDISE WANTED—I BUY FOR 
cash smail or large lots of manufacturers’ close 
outs, jobbers’ surpluses and any discontinued 
items in the hardware and harness line. Write 
me what you have to offer. Address Harry J 
Epstein, 815 Central St., Kansas City, Mo. 





SALES REPRESENTATIVES WANTED 


SALES ACCOUNTS WANTED 





SALES REPRESENTATIVES: MANUFAC- 
TURER OF COMPLETE line of strainers wants 
salesmen or distributors selling heating, plumbing, 
hardware trade. Liberal commission under pro- 
tected territory. Address: Dept. 2, 890 St. 
James Avenue, Springfield, Mass. 





FOR SALE—TO CLOSE AN ESTATE, old 
established hardware business. Clean stock, in- 
voice value about $30,000. Good corner location 
in county seat town in Northeastern Ohio, center 
of good farming community. Must be sold for 
cash. No brokers, not interested in special sales. 
Address Box x 783, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 











ROPE SALESMEN WANTED—PHILIP- 
PINE MADE Manila Rope sideline, long estab- 
lished trade necessary. 5% commission. Write 
fully about yourself giving references. Address 
Box tt care of Harpware Ace, 239 W. 39th 
Se., N. C. 





ALESMEN DESIRING PERMANENT 
CONNECTION WITH reliable corporation man- 
ufacturing finest fastest sellers, call on furniture, 
hardware, department stores, also jobbers, either 
whole or part time. Address—Dustmaster Corp., 
Dept. H-3, 600 First Avenue North, Minneapolis, 
Minnesota. 





SALESMEN — TO COVER FOLLOWING 
STATES—New England, New York, Mississipvi, 
Alabama, Georgia, Florida. To represent old, 
well-established concern. Splendid opportunity for 
live wires. To sell high-grade line of saws to 
hardwaré jobbers and to retail hardware stores 
through hardware jobbers. State references, lines 
now carried, class of trade covered and how often. 
Address Box B-812, care of Harpware AGE, 239 
W. 39th St., N. Y. City. 





AGGRESSIVE HARDWARE SALESMAN 
WANTED TO represent old established metro- 
politan wholesale distributor. Carry complete 
stock builders’ and shelf hardware. tools, electrical. 
plumbing supplies, paints, roofing, galvanized 
sheets. Only those with current following among 
the retail stores will be considered. Complete de- 
tails must be furnished. Address Box B-816, 
ae of Harpware Ace, 239 W. 39th St., N. Y. 

ity. 


SALES REPRESENTATIVES WANTED TO 
REPRESENT one of the foremost nurseries in 
the United States, making a specialty of catering 
to department stores, hardware and house furnish- 
ing stores. The following territories are open: 
New Jersey, Maryland. Delaware. District of Co- 
lumbia and Philadelphia. Straight commission 
hasis. State full qualifications. Address Box 
B-817, care of Harpware Acr, 239 W. 39th St., 
Ww. ¥. Céty. 





SALESMEN — TO COVER FOLLOWING 
STATES—New England, New York, Pennsylva- 
nia, Michigan, Ohio, Texas, Louisiana, Missis- 
sippi, Alabama, Georgia, Florida. To represent 
old, well-established concern calling on mill sup 
ply distributors, also on saw mills and other in- 
dustrial consumers. Splendid opportunity for live 
wires to sell high-grade line of saws through mill 
supply distributors. State references, lines now 
carried, class of trade covered and how often. 
Address Box B-811, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 








SALESMEN WANTED NOW CONTACTING 
HARDWARE, DEPARTMENT STORES 
CHAIN STORES. AUTO ACCESSORY 
TRADE, JANITOR SUPPLY TRADE, ETC., 
TO SELL CHAMOIS AND SPONGES, COM- 
MISSION BASIS. FULL PROTECTION RE- 
PEAT BUSINESS. TERRITORIES OPEN: 
SOUTHERN, CENTRAL, AND EASTERN 
STATES. WRITE FULL PARTICULARS. 
ADDRESS BOX B-818. CARE OF HARD- 
ae AGE, 239 W. 39TH STREET, N. Y. 


HELP WANTED 


HARDWARE SALESMEN ALSO HOUSE 
FURNISHING man for New England territory. 
Commission basis with some assistance. Write 
giving full data as to employment last five years, 
personal references, etc. Address Box B-813, 
care of Harpware Ace, 239 W. 39th St., 


IY 

















fF 
Dealer or Salesman Wanted 
To interest City and Town Officials 
in Street Name Signs, Traffic Signs, 
Reflecting and Neon Beacon Signals. 
Liberal commissions paid. 
Municipal Street Sign Corp. 
152 W. 42nd ST., NEW YORK CITY 








Hardware Personnel 


Our files er applications of several hundred ex- 
perienced and well-trained employees in the hard- 


ware industries. 
NO CHARGE by | sen evens For THIS 


If we can be of =u Just phone 
AoseciAtEs PLACEMENT” con 
New York City 


152 West 42nd & 
WIS. 7-1802, 1803 
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FACTORY REPRESENTATIVE WITH 
THIRTEEN YEARS OF successful operation 
from present San Francisco location wants addi- 
tional line either hardware, electrical or specialty. 
The line wanted is one that will require con- 
siderable sales effort and will produce profits in 
proportion. Address Box B-814, care of Harp- 
ware AGe, 239 W. 39th St., N. Y. C. 





LINES WANTED — WELL-ESTABLISHED 
MANUFACTURERS’ agents, established 1919, 
with salesmen covering West Coast territory; 
familiar with hardware, household and electrical 
lines, wants few additional lines suitable for such 
trade. Warehouse facilities. m carry accounts 
and bill if necessary. Can furnish best of refer- 
ences. Address Box B-780, care of Harpware 
Ace, 239 W. 39th St., N. Y. City. 


ADVERTISING-HOME STUDY 


ADVERTISING—HOME STUDY. THE AD- 
VERTISING MINDED hardware’ merchant 
makes the most money. Send name and address 
for booklet outlining new home study course. 
Hundreds of successful retail merchants have 
graduated from this old established school. Write 
today. Address Page-Davis School of Advertis- 
ing, 3601 Michigan Avenue, Dept. 2486, Chicago, 


POSITIONS WANTED 


BUILDERS’ HARDWARE MAN OF MANY 
years’ experience estimating from blue prints and 
buying hardware would like position with large 
retail or wholesale store. Have worked in Chicago, 
the East and South. Corbin line preferred. Ad- 
dress Box B-794, care of Harpware Ace, 239 W. 
39th St., New York City. 


IF A HARDWARE WHOLESALER OR 
manufacturer in Pittsburgh, Buffalo, Cleveland or 
any place near by, is interested in a young 
man 31 years of age, living in Western Pennsyl- 
vania. who has had twelve years’ experience in 
retail hardware. I would like an interview at their 
convenience. Best of references furnished. Ad- 
dress Rox B-768, care of Harpwarg Acz, 239 W. 
39th St.. N. Y. City. 

SALESMAN WITH FIFTEEN YEARS’ EX- 
PERIENCE in retail hardware, paints and sport- 
ing goods, nine years as buyer and manager, 
desires position with good reputable firm where 
ability and work will be appreciated. Central 
States preferred. Thirty-three years of age— 
married. Fourteen years with present employer. 
Best of references. Address Box B-798, care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 


EXPERIENCED TRAVELING SPECIALTY 
SALESMAN. Wholesale hardware, auto, mill, 
plumbing, sporting goods, railroads, industrial 
plants. Active, convincing, progressive, and 
Possess initiative and enthusiasm. ave some 
advertising and mechanical experence. Excellent 
references. Correspondence invited. Address Box 
B-796, care of Harpware Ace, 239 W. 39th St., 
N. Y. City. 
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